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Abstract 
The study of on-site environmentally responsible behaviours at outdoor events is important 
because of the negative environmental degradation that may be caused when hosting these 
events. Studying these behaviours is especially important at music festivals that are held in 
protected areas, and/or for festival managers who have an interest in controlling the events’ 
negative environmental impacts. Despite recent interest by event managers in developing 
strategies to encourage attendees’ environmentally responsible behaviours, this task is still a 
challenge because attendees may be disinterested in behaving pro-environmentally in the 
music festival context. Given this, event managers need to find novel ways to encourage 
attendees to participate more in on-site environmentally responsible behaviours.  
 
To contribute toward finding alternative ways to encourage more participation, this research 
investigated the major psychographic factors that influence attendees’ engagement in on-site 
environmentally responsible behaviours at music festivals. To identify these factors, the 
following research activities were carried out: phone interviews with music festival managers 
(10 participants); two online questionnaires (pre-visit and post-visit to festivals) across 
multiple music festivals (1,313 and 420 participants, respectively); and on-site interviews 
with attendees at a three-day music festival located near an Australian national park (81 
participants).   
 
The findings of this study reveal that event managers consider it important to build a pro-
environmental culture into their event communities in order to capitalise on attendees’ sense 
of community that may support environmentally responsible behaviours. The analysis also 
provides evidence of discrepancies between attendees’ intentions to behave in an 
environmentally responsible way at the music festivals and their actual behaviours. 
Psychographic factors such as pro-environmental predisposition, self-identity as eco-friendly, 
festival attachment, place attachment, on-site management strategies, perceived benefits and 
barriers are all important contributors to attendees’ on-site behaviours. Further, the study 
finds that some attendees exceed their intentions to behave responsibly towards the 
environment and that this is linked with their perceptions of the music festival’s green status. 
Attendees also consider it important to behave in an environmentally responsible way on-site 
because of the benefits they perceive for the well-being of both the festival community and 
the environment. In terms of barriers to engaging in on-site environmentally responsible 
behaviours, the findings reveal that the main obstacle for attendees is the belief that their 
actions will not make a difference.    
 
These results are of great significance to event management settings and can contribute to the 
design of management strategies to encourage attendees’ on-site eco-friendly behaviours.  
Such strategies are important in assisting event managers to minimise their negative 
environmental impact, gain credibility in labelling their events as environmentally 
responsible, minimise their costs in waste collection, and improve the environmental 
reputation of the events industry.  
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CHAPTER 1: INTRODUCTION 
While there has been increasing global concern over the past two decades about the 
consequences of irresponsible environmental behaviours, the level of engagement from 
different groups in society to change these behaviours remains low (Elkington, 2006; Glasby, 
2002; Gore, 2006; Gössling et al., 2005; Nickerson, 2003; Taylor, 1996; Wilkin, 1996). To 
contribute to this engagement, the current research focuses on the issue of environmentally 
responsible behaviours in the context of events. The events industry has often been criticised 
as being a polluting industry in spite of various attempts to mitigate its negative 
environmental impact (Gračan, Sander, & Rudančić-Lugarić, 2010; Lee, Breiter, & Choi, 
2011). The barriers that seem to hinder event managers’ attempts to promote environmentally 
responsible behaviours at events are financial costs, lack of appropriate eco-friendly 
suppliers, and discrepancies between the pro-environmental goals of events and attendees’ 
behaviours (Laing & Frost, 2010; Mair & Laing, 2012). In particular, the organisers of music 
festivals that are held in natural settings need to find novel ways to encourage attendees to 
participate more in their on-site pro-environmental initiatives because of the greater risk of 
environmental degradation at such sites.   
To contribute to finding a possible solution to this problem, this research investigated factors 
that influence attendees’ engagement in on-site environmentally responsible behaviours at 
music festivals. The findings of this research reveal that although attendees may intend to 
behave in a pro-environmental way at a music festival, they often do not carry out these 
intentions, particularly if they do not have the support of on-site management strategies. This 
research contributes to developing an understanding of factors that influence not only 
behavioural intentions but also the step between environmentally responsible intentions and 
subsequent behaviours, in order to inform the design of management strategies to encourage 
attendees’ on-site eco-friendly behaviours. The findings of this research are important in 
assisting event managers to achieve their pro-environmental goals, gain credibility in 
labelling their events as environmentally responsible, minimise their costs, and improve the 
environmental reputation of the events industry.  
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1.1 The Research Problem  
Event managers face a major problem in their efforts to control an event’s environmental 
impact and deliver on the promotion of their events as eco-friendly, that is, their success is 
dependent on event attendees’ on-site actions. As most environmental impacts are created by 
attendees, there is a need to encourage them to engage in or escalate their on-site 
environmentally responsible behaviours (Harvey, 2009). Waste management is one such 
behaviour that is particularly influenced by and dependent upon the direct participation of 
event attendees (Bjorseth, 2008; Brooks, O'Halloran, & Magnin, 2009). 
 The Glastonbury Music Festival in the UK provides an example of the negative 
environmental impacts caused by attendees’ waste management. In a five-day period, 
approximately 177,000 attendees who travelled to the countryside generated around 1,488 
tonnes of waste. Additionally, 9,500 roll mats, 400 gazebos, 5,500 tents, 6,500 sleeping bags, 
3,500 air beds and 2,200 chairs were abandoned at the end of the festival (Glastonbury 
Festival, 2012).  
In order to have better control over this waste, some event managers have created strategies 
designed to remind attendees of the importance of their on-site pro-environmental 
behaviours. However, these existing strategies seem to be insufficient (Laing & Frost, 2010), 
with new strategies needed to convince attendees to behave in an environmentally friendly 
way. It is clear that despite the best efforts of managers to make their events eco-friendly, 
success in controlling the event’s environmental impact depends on the attendees’ adoption 
of environmentally responsible on-site behaviours. Notwithstanding, there is little 
information in extant research about what attendees think about events’ pro-environmental 
initiatives and behaviours, or about the strategies that could be applied to foster 
environmentally responsible behaviours at events (Getz, 2013; Laing & Frost, 2010).  
In order to effectively address this problem, the current research focused on knowing more 
about what influences attendees to behave in a more environmentally responsible manner 
when they are at a music festival. Literature on pro-environmental behaviours in the context 
of local communities suggests that an individual’s attitudes, subjective norms and 
behavioural control influence behavioural intentions (Ajzen & Fishbein, 1977; McKenzie-
Mohr & Smith, 1999). However, research in the contexts of tourism and leisure and local 
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communities has provided evidence that pro-environmental behaviours do not always follow 
intentions (Ballantyne & Packer, 2011; Barr, 2004; Bergin-Seers & Mair, 2009; Heimlich & 
Ardoin, 2008; Hughes, 2012; Juvan & Dolnicar, 2013; McDonald, Oates, Alevizou, Young, 
& Hwang, 2012; McKercher, Prideaux, Cheung, & Law, 2010). Community-Based Social 
Marketing (CBSM) theory suggests that management strategies, perceived benefits and 
barriers are factors that influence the step between behavioural intentions and actual 
behaviours (McKenzie-Mohr & Smith, 1999). While this theory provides an important 
framework for the current research, the conceptual model for the study was based not only on 
CBSM theory but also on literature in event attendees’ behaviours and environmental 
psychology. The reason for this was that literature in events has suggested that people behave 
differently while immersed in a festival experience (Green & Chalip, 1998; Kim & Jamal, 
2007). Hence, it was important for this research to adjust this theory to the specific context of 
music festivals to gain a better understanding of attendees’ on-site environmentally 
responsible behaviours.  
1.2 Theoretical Framework  
CBSM theory applies theoretical constructs from the fields of social psychology and social 
marketing (McKenzie-Mohr & Smith, 1999). This theory has been used in the context of 
local communities (Cole & Fieselman, 2013; Haldeman & Turner, 2009; Kaiser & Schultz, 
2009; Stein, 2004; Beal, Stewart, & Fielding, 2013) as well as tourism and leisure to create 
social marketing campaigns that foster sustainable behaviours in these settings (Hughes, 
2012). CBSM theory focuses on interacting factors as determinants of intentions and 
subsequent behaviours. These factors include attitudes, subjective norms and behavioural 
control as predictors of behavioural intention. In addition, the theory suggests that 
perceptions of the benefits and barriers and management strategies encourage or hinder actual 
behaviours (McKenzie-Mohr & Smith, 1999).  
There are several reasons to focus on CBSM theory to guide the current research. First, it 
considers both external and internal factors to be important in understanding attendees’ 
environmentally responsible behaviours. Second, this theory recognises the presence of other 
important factors such as perceived benefits and barriers that are strongly related to 
environmentally responsible behaviours. Third, it envisions that in the context of 
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environmentally responsible behaviours there is often a discrepancy between individuals’ 
behavioural intentions and actual behaviours. This suggests that management strategies and 
perceived barriers and benefits are factors that might influence this step.  
In addition to CBSM theory, this research draws on other theoretical constructs identified by 
previous research as influencing attendees’ event behaviours and/or environmentally 
responsible behaviours in other contexts. These constructs are festival attachment, place 
attachment, pro-environmental predisposition, self-identity as eco-friendly, and pro-
environmental attitudes. 
Several reasons support this decision. First, prior research in events has provided evidence 
that in gatherings such as special events, attendees can fulfil psychological needs that 
contribute toward constructing and reconstructing a self- and social identity that can be 
celebrated by the event community and its members (Green & Chalip, 1998; Kim & Jamal, 
2007). Hence, over time, this personal and social satisfaction engenders a positive feeling 
towards a special event (Filo, Groza, & Fairley, 2012; Funk & James, 2006; Kim & Jamal, 
2007). The findings of these studies have suggested that festival attachment and self-identity 
as eco-friendly may be important factors that influence attendees’ on-site pro-environmental 
behaviours. Second, evidence exists that attendees use place as a source of enhancing their 
self-identity, belongingness and social bonding (Hixson, Vivienne, McCabe, & Brown, 2011; 
Lee, Kyle, & Scott, 2012). Place attachment may therefore have an important influence on 
attendees’ pro-environmental behaviours. Finally, prior research in events and environmental 
psychology has suggested that attendees with positive attitudes who actively participate in 
environmentally responsible activities in their daily routines (pro-environmental 
predisposition) are more likely to engage in environmentally responsible behaviours at an 
event (Ballantyne, Packer, & Falk, 2011; Bamberg & Schmidt, 2003; Mair & Laing, 2013; 
Milfont & Duckitt, 2010).    
1.3 Research Aims and Approach 
The general aim of this research was to investigate the major factors that influence attendees’ 
engagement in environmentally responsible behaviours at music festivals, and thus identify 
novel ways to encourage on-site environmentally responsible behaviours among attendees. 
Specifically, the objectives were:  
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1.  To investigate managers’ perspectives regarding attendees’ 
engagement in on-site environmentally responsible behaviours 
at music festivals;   
2.  To identify the extent to which various psychographic 
variables
2
 influence (a) attendees’ pre-visit intentions to act in 
an environmentally responsible way, (b) attendees’ post-visit 
reports of actual behaviours, and (c) the discrepancies between 
pre-visit intentions and post-visit reports of behaviours;  
3.  To identify the perceived impact of management strategies, 
benefits and barriers on attendees’ environmentally responsible 
behaviours; and 
4.  To investigate the reasons underlying attendees’ engagement 
or non-engagement in on-site environmentally responsible 
behaviours at music festivals. 
To address these objectives, a mixed-method approach was adopted which included both 
quantitative and qualitative methods. The research included three main components. 
Component 1 aimed to investigate managers’ perspectives regarding attendees’ engagement 
in on-site environmentally responsible behaviours at music festivals (Aim 1). This aim was 
achieved by conducting and analysing 10 phone interviews with music festival managers. 
The results of this component identified relevant factors that were included in Component 2. 
Component 2 aimed to examine the major factors that influence attendees’ environmentally 
responsible behavioural intentions and actual behaviours (Aim 2), and to identify the 
perceived impact of management strategies, benefits and barriers on attendees’ 
environmentally responsible behaviours (Aim 3). To do this, an online questionnaire was 
conducted before (pre-visit) and after (post-visit) attendance across multiple music festivals. 
Finally, Component 3 aimed to investigate attendees’ perspectives regarding the reasons 
underlying engagement in environmentally responsible behaviours at music festivals, using 
group interviews that were conducted on-site at one three-day music festival located near an 
Australian national park (Aim 4).  
                                               
2 Place attachment, festival attachment, pro-environmental predisposition, environmental attitudes, self-identity 
as environmentally responsible, and attendees’ perception of the festival as green. 
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1.4 Significance of the Research 
This research contributes to the body of knowledge and theories concerning environmentally 
responsible behaviours by developing an understanding of factors that influence not only 
behavioural intentions but also the step between environmentally responsible intentions and 
subsequent behaviours, to inform the design of management strategies to encourage 
attendees’ on-site eco-friendly behaviours. It does this specifically by providing a framework 
to study event attendees’ on-site environmentally responsible behaviours based on 
environmental psychology theories and literature on behaviours at events.   
This research makes a practical contribution by providing information that will enable event 
managers to design novel ways to improve their pro-environmental performance. In 
particular, this research does this by: 
 identifying practical measures event managers can take to encourage pro-
environmental behaviours at festivals; and 
 providing evidence that framing the festival as green and communicating this goal 
before and during the event is likely to encourage attendees’ on-site environmentally 
responsible behaviours.  
These contributions provide a basis for the design of strategies that encourage and facilitate 
environmentally responsible behaviours when attending an event, even when this is not the 
attendees’ main concern. 
1.5 Definition of Key Terms 
Environmentally responsible behaviour (also referred to as pro-environmental, eco-
friendly, or ecological behaviour) is defined as the behaviour that consciously seeks to 
minimise the negative impact of one’s actions on the natural and built world (Kollmuss & 
Agyeman, 2002). 
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Environmentally responsible behavioural intentions (also referred to as behavioural 
intentions) is defined as the intention to act in an environmentally responsible manner during 
the event (adapted from Kollmuss & Agyeman, 2002). 
Environmental attitude (also referred to as environmental concern in empirical literature, 
e.g., Francis et al. (2004); Milfont & Duckitt, (2004)) is defined as “the collection of beliefs, 
affect, and behavioural intentions a person holds regarding environmentally related activities 
or issues” (Schultz, Shriver, Tabanico, & Khazian, 2004, p. 31).  
Festival attachment is defined as the affection that bonds attendees with a specific festival 
(Funk & James, 2006). 
Green event (also referred to as environment-conscious event) is defined as an event that 
encourages on-site environmentally responsible behaviours via event management strategies 
designed to mitigate an event’s environmental impact (adapted from Laing & Frost, 2010).  
Green music festival is defined as an event focused on music as the core of the event, and 
that encourages on-site environmentally responsible behaviours via event management 
strategies designed to mitigate the festival’s environmental impact. 
Greening the event industry is the term used in the events literature to refer to the action of 
moving an event or a festival towards more environmentally responsible behaviours (adapted 
from Laing & Frost, 2010). 
Management strategies are defined as actions taken by management to lessen the 
environmental impact of an event or a festival through environmentally responsible 
initiatives/activities. These strategies include, for example, providing adequate facilities for 
waste management and recycling, or prompts and incentives to remind attendees to pick up 
their own litter, to recycle and to save water (adapted from McKenzie-Mohr & Smith, 1999). 
Perceived barrier is defined as an event attendees’ perceptions about the barriers that might 
prevent their carrying out environmentally responsible behaviours during the event or festival 
(McKenzie-Mohr & Smith, 1999). 
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Perceived benefit is defined as an event attendees’ perceptions of the benefits that might be 
gained from their environmentally responsible behaviours during the event or festival 
(McKenzie-Mohr & Smith, 1999). 
Place attachment is defined as a person’s emotional bond with a place (Halpenny, 2010; 
Hixson et al., 2011). 
Pro-environmental predisposition is defined as a person’s current engagement in specific 
pro-environmental behaviours; for example, looking for ways to reuse things, recycling 
newspapers, cans or bottles, encouraging friends and family to recycle, or conserving 
gasoline by walking or bicycling (Milfont & Duckitt, 2010).  
Target behaviours are defined as those behaviours that contribute to controlling attendees’ 
waste management.  
1.6 Outline of this Thesis  
Chapter two consists of a comprehensive literature review in three parts. This review 
addresses: 1) the role and importance of environmental issues in relation to events and 
festivals; 2) event attendees’ behaviours; 3) theoretical approaches to understanding 
environmentally responsible behaviours; 4) other relevant theoretical constructs that 
influence pro-environmental behaviours; 5) past research in environmentally responsible 
behaviours in tourism and leisure settings; and 6) a summary of the research aims and 
approach.  
Chapter three contains a description of and rationale for the method proposed in addressing 
the research aims. This chapter also deals with the development of the research strategy, 
which is a process with three components.  
Chapter four presents the results of the three components. It starts with an analysis of 
qualitative data obtained through event managers’ interviews followed by an analysis of the 
quantitative data from the attendees’ pre-visit and post-visit online surveys. The chapter 
concludes with the report on the qualitative results of attendees’ interviews conducted on-site.  
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Chapter five discusses the results in relation to each of the research aims and in light of 
relevant prior research and theories. It also includes practical and theoretical implications, 
limitations of the study, suggestions for further research and concluding comments.   
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CHAPTER 2:  A REVIEW OF THE LITERATURE 
2.1 Introduction 
This chapter reviews and identifies a number of gaps within the existing events and 
environmental behaviour literature, and provides further clarification of and justification for 
the purpose of this study. To place this study into context, section 2.2 contains topics that 
briefly overview the event industry and its current interest in applying on-site 
environmentally responsible initiatives. This section also reviews literature on green events 
and provides a range of examples from different contexts. It examines the specific context of 
music festival events and identifies management issues in relation to the staging of green 
events. Section 2.3 addresses attendees’ behaviours at events and festivals to gain a better 
understanding of their environmentally responsible behaviours. Section 2.4 summarises and 
evaluates two theoretical approaches to understanding the factors that influence behaviours: 
the Theory of Planned Behaviour and Community-Based Social Marketing Theory. Section 
2.5 reviews past research on environmentally responsible behaviours in tourism and leisure 
contexts to identify other potential factors that might influence environmentally responsible 
behaviours in the context of events. Finally, section 2.6 contains a restatement of the aims of 
the present research and explains the theory-based conceptual model that guides the present 
study.  
2.2 Greening the Event Industry  
2.2.1 Introduction to the Event Industry 
Events and festivals are an important motivator of tourism and figure prominently in the 
development and marketing plans of most destinations (Galloway, Mitchell, Getz, Crouch, & 
Ong, 2008; Goldblatt, 2008; Jago, Chalip, Brown, Mules, & Alis, 2003; Janeczko, Mules, & 
Ritchie, 2008; Shoval, 2002; Uysal & Gitleson, 1994). Thus, an important reason to advance 
knowledge in the field of events (Galloway et al., 2008; Goldblatt, 2008) and festivals is their 
economic impact (Gursoy, Kim, & Uysal, 2004; Kim, Scott, Thigpen, & Kim, 1998; 
Mehmetoglu, 2001; Prentice & Andersen, 2003; Thrane, 2002). For example, the business 
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event sector in Australia produces the highest daily yield of any sector within the tourism 
industry. In a 2003 national study, findings revealed that this sector contributed an estimated 
17 billion Australian dollars each year to the national economy and generated 116,000 jobs 
(Deery, Jago, Fredline, & Dwyer, 2005). In the case of music festivals, The Tamworth 
Country Music Festival is jointly managed by local council, local businesses and various 
stakeholders, and injects in excess of 50 million Australian dollars annually into the regional 
economy (Adsett, 2011). Because events and festivals have become such a profitable 
business, the Australian government invests in this sector (Bonini & Oppenheim, 2008), with 
the Ministry of Arts contributing AUS$559,028 to 38 community-based festivals in 2011 
(Festivals Australia, 2011). Another area of public investment is the growing number of 
Masters Programs in Event Management and numerous individual courses offered in tourism, 
leisure, sport and hospitality programs about event tourism, with academic journals such as 
Event Management, Festival Management and Event Tourism, Convention and Event 
Tourism and International Journal of Event and Festival Management reporting on research 
about the economic impact of events in tourist destinations.  
In addition to their economic impacts, events and festivals can provide attendees with social 
and personal benefits (Getz, 1989). In recent events literature, findings have shown that 
events can provide experiences where social change is promoted (Sharpe, 2008). These may 
include skill development and learning experiences for participants (Mackellar, 2009), 
personal growth and self-discovery experiences (Ballantyne, Ballantyne, & Packer, 2014; 
Packer & Ballantyne, 2010), opportunities for social integration (Lee, Arcodia, & Lee, 2012), 
sense of belonging and self-identity (Adsett, 2011; Mackellar, 2009; Pitts, 2004), and 
experiences where people can share similar interests (Adsett, 2011; Bowen & Daniels, 2005; 
Crompton & McKay, 1997; Gelder & Robinson, 2009; Gration, Raciti, & Arcodia, 2011; 
Kim, Borges, & Chon, 2006; Kim & Chalip, 2004; Nicholson & Pearce, 2001; Pegg & 
Patterson, 2010; Pitts, 2004). These studies also indicated that events and festivals can be a 
platform to reach unique segments of people, providing the opportunity to engage their 
attendees in positive activities and behaviours to promote a better society. And one aspect 
that does improve societal well-being is care for the environment.  
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2.2.2 Introduction to Green Events 
Events that apply on-site environmentally responsible initiatives to control their 
environmental impact and promote care for the environment are called green events. Laing 
and Frost (2010, p. 262) defined a green event as an “event that has a sustainability policy or 
incorporates sustainable practices into its management and operations”. Although this 
definition is clear, the use of the term ‘sustainable’ can be problematic. As a result of the 
recent introduction of environmental practices in events, there is confusion about how the 
terms ‘sustainable’ and ‘green’ are applied, that is, some events are promoted as 
‘sustainable’, ‘green’ or ‘carbon-neutral’ in order to highlight environmental and health 
consciousness and enhance the image of these events. 
As Henderson (2011) observed, the terms ‘sustainable’, ‘responsible’, ‘greening’, 
‘environmentally friendly’, ‘corporate social responsibility’, ‘ecology’, and ‘eco-friendly’ are 
interchangeable in commercial activity. These multiple terms might be problematic because 
in the strictest sense of its definition each term is attached to a deeper meaning. In other 
words, there is a risk involved in linking the terms ‘sustainable’ and ‘initiatives’ in that, in the 
most precise definition, ‘sustainable initiatives’ are those that focus on the balance among 
economic, social and environmental aspects without compromising future generations 
(Brown, Hanson, Liverman, & Merideth, 1987; Pumar, 2005). Hence, if an event focuses on 
one or two of these aspects but not on all three, this can cause dissatisfaction in the 
stakeholders or the broader society in terms of the sustainability expectations they may hold. 
Thus, event managers can become easy targets for possible allegations of false promises. For 
instance, as Laing and Frost (2010) illustrated, an event may claim sustainable credentials for 
its use of locally sourced food and beverage even though this represents only part of the 
overall event activity; sustainability activists may then claim this is inadequate to meet 
sustainable development needs. Thus, it is important that event managers and academics use 
the term ‘sustainability’ correctly in order to communicate accurately within the field.  
The more holistic term ‘sustainable events’ refers to those events that become 
institutionalised and endure over time because they fulfil important social, cultural, economic 
and environmental roles, and are supported by the community (Getz, 2009). Here, it is clear 
that a difference exists between ‘green’ and ‘sustainable’. This definition suggests that in 
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order to label an event as ‘sustainable’, there might be a four-fold role to fulfil instead of only 
an environmental one.  
In the present study, the term ‘green events’ will be used rather than ‘sustainable events’, in 
line with Getz’s (2009) view that the meaning of ‘sustainable event’ involves progress in 
more than the environmental aspect. In this study, ‘green events’ refers to events or festivals 
that apply on-site environmentally responsible initiatives. These practices could include 
providing prompts, feedback, incentives, social support, strategies, and/or social commitment 
to a specific activity that is oriented toward controlling and reducing the environmental 
impact of the event. These environmental initiatives focus on controlling and reducing the 
event’s carbon footprint, saving water, using alternative forms of green energy, and/or 
encouraging alternative approaches to waste management such as recycling and composting 
during the event. With these initiatives in place, management and event attendees gain the 
benefit of enjoying a cleaner and healthier event environment.  
These types of initiatives are important because it is clear that the possible negative 
environmental impacts of events need to be reduced to lessen the effect on the ecosystem 
(McKercher et al., 2010; Ngo, West, & Calkins, 2009; United Nations Framework of Climate 
Change, 2011). For example, at a five-day music festival in the UK with 135,000 attendees, 
the waste produced and use of natural resources are excessive. Event attendees’ waste can 
reach approximately 1,488 tonnes, a million litres of drinking water can be consumed 
(Glastonbury Festival, 2012; Jones, 2010), and attendees travelling to the event are 
responsible for two-thirds of that country’s festival sector’s greenhouse gas emissions 
(Bottrill, 2012). However, if these impacts are minimised, such events can provide a 
satisfying experience to attendees without attracting criticisms that the events are part of a 
polluted industry.   
This type of criticism, however, has pushed the events industry to change. One of the new 
ways of doing business is to implement corporate social responsibility programs that are 
designed to add social benefits to events’ economic impacts (Brooks et al., 2009; Mair & 
Laing, 2012). As a consequence, some event managers build environmental policies into their 
organisations to be part of the social responsibility movement and project this 
environmentally responsible image during the performance of the event (Jones, 2010; Mair & 
Jago, 2010). One of the advantages of practicing initiatives such as reducing the event carbon 
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footprint, saving water or using alternative forms of green energy is that this can enhance the 
overall image and prestige of the event (Horton & Zakus, 2010; May, 1995). More evidence 
of this benefit has been identified in the hospitality field (Bohdanowicz, 2006; Lee, Hsu, Han, 
& Kim, 2010) and retail sector (Chen, 2007, 2009; Heiskanen, 2005), where researchers have 
found that including environmentally friendly processes can contribute to the enhancement of 
a company’s socially responsible image.  
Projecting an environmentally responsible image, however, might not be enough to gain 
credibility in society without congruency between this image and the pro-environmental 
behaviours of the whole event community. Prior research on events has suggested 
contradictions between event managers’ green on-site messages and attendees’ behaviours 
and the event vendors’ behaviours (Jones, 2010; Laing & Frost, 2010).  This contradiction 
arises when event managers promote the event as green while tons of waste are left by the 
event community during and at the end of the event. Attendees as part of the event 
community may be responsible for generating the majority of waste at festivals, and so their 
behaviour can affect the public image of the event. The public could thus perceive a 
mismatch between the events’ pro-environmental messages and the event community’s 
behaviours, resulting in allegations of ‘green washing’3 (Laing & Frost, 2010). It is 
particularly relevant, then, to study green events because there is a need to help event 
managers to find new strategies to encourage their event communities to behave in 
accordance with the events’ environmentally responsible initiatives.  
Examples of green events 
Although originally associated with the ‘hippy’4 culture, green events are now well accepted 
among mainstream audiences, as there is a strong international and national agenda to control 
environmental impacts and promote a healthy lifestyle (Gore, 2006; Harvey, 2009). Today, 
many events include the elements required to maintain better control of their environmental 
impact. In some cases, the main reason for this could be a city council’s environmental 
policies (Bjorseth, 2008; Henderson, 2011; Jones, 2010), but in other cases event managers 
may want to go beyond this basic responsibility and contribute more to the environment 
                                               
3
 ‘Green washing’ is the disinformation disseminated by an organisation so as to present an environmentally 
responsible public image. Source Oxford dictionary 2014.  
4 This term was applied (especially in the 1960s) to a person of unconventional appearance, typically having 
long hair and wearing beads, associated with a subculture involving a rejection of conventional values and the 
taking of hallucinogenic drugs. Source: Oxford dictionary 2012 
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(Mair & Laing, 2012). Thus, green events include both those where the green aspect is part of 
the core marketing concept, and those where the green aspect is peripheral to the core 
business. The former type of green events (with the green aspect at the core) aims at 
increasing awareness among their attendees of the importance of behaving in an 
environmentally responsible way as part of their daily lives (Alonso-Vazquez, Lee, & 
Tkaczynski, 2012; Mair & Laing, 2012). For example, some festivals in Australia openly 
promote themselves as advocates of environmentally responsible behaviours and have a more 
specific engagement with socially responsible causes than do other events. In fact, these 
events often include the word ‘green’ in the festival’s name, for example: GreenFest (Green 
Fest, 2011); The Big Green Festival (A taste of Beningbrough: The big green festival, 2012); 
and Practically Green Festival eco building and life style (Discover Nillumbik, 2011).  
The latter type of green festivals (with business at the core) incorporates on-site 
environmentally responsible strategies and encourages attendees to behave according to these 
strategies during the event (Alonso-Vazquez et al., 2012; Laing & Frost, 2010; Mair & Jago, 
2010; Park & Boo, 2009). Their main purpose is to control the festivals’ environmental 
impacts. Some examples of these events are Woodford Folk Festival, The Falls Festival, 
Splendour in the Grass, East Coast Blues, and The Roots Festival (Henderson, 2011).  
Although these festivals are not linked to the term ‘green’, they are recognised by private 
environmental audit agencies as events that have qualified and standardised on-site 
environmentally responsible strategies.  
The present study focuses on both types of festivals, that is, those where the green concept is 
part of the festival’s marketing strategy, and those where the green aspect is peripheral to the 
core business. Given this, the study is able to make some comparisons between these two 
types of festivals in terms of attendees’ perceptions and behaviours.  The study thus 
contributes to literature that highlights the need to increase the credibility of events and 
festivals with respect to their green credentials (Laing & Frost, 2010). Business events, sports 
events and music festivals are among those industries that participate in the green movement. 
This section describes the current interest of these industries in greening their events, and 
why this study utilises music festivals as its main context.  
Green Business Events 
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According to the Australian Business Events Industry Strategy Group, “business events is a 
collective term referring to association conventions, corporate and government meetings, 
exhibitions and incentive travel reward programs” (National Business Events Strategy for 
Australia 2020, 2008, p.1). Part of the Australian Federal Government’s strategy is to 
showcase Australia’s green business events expertise and innovation to the world in order to 
attract global leaders and investment decision makers who might otherwise not come to 
Australia (National Business Events Strategy for Australia 2020, 2008). The Tourism 
industry in Australia sometimes includes corporate social responsibility (CSR) and Green 
programs as peripheral aspects to their core business to attract clients interested in 
contributing to social causes. CSR includes not only environmental initiatives, but also 
economic and social initiatives. The most advanced categories of the business events industry 
in Australia in terms of CSR are convention centres, exhibition centres and venues (63%), 
followed by accommodation providers, retailers and travel agents (56%) (Chen, 2009).  
Although the business events sector participates actively in CSR activities, there is a need for 
more participation in green initiatives. There are 347 registered organisations which have 
CSR initiatives that include pro-environmental initiatives in their performance, but this is still 
a very small number compared with the 366,000 business events organised each year in 
Australia (Hyde & Lawson, 2003). Business events are considered to be one of the most 
polluted sectors in the tourism industry, mainly as a consequence of events materials, travel, 
food and consumption of natural resources (Gračan et al., 2010; Lee, Breiter & Choi, 2011). 
In order to control this pollution, some private organisations have recently offered pro-
environmental outsourcing and accreditation to the tourism sector. The most commonly 
mentioned accreditations in the tourism industry are: a) Green Globe; b) Tourism 
Accreditation Australia; and c) Ecotourism Australia. The first focuses on certifying 
environmentally sustainable tourism in the areas of saving energy and water resources, 
reducing operational costs, and social contribution to local communities and their 
environment (The Green Globe certification, 2012). The second and third accreditations are 
based on sustainable policies to conduct tourism in the country (Ecotourism Australia, 2012; 
Tourism accreditation Australia, 2012). Interestingly, multinational hospitality firms rather 
than national firms lead the movement. Small and local businesses still face some barriers to 
greening their activities because of a lack of understanding about different certification 
programs, how to measure their environmental impact, and a perceived lack of resources to 
assign toward seeking accreditation (Chen, 2009).  
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In addition to hospitality firms, government-owned convention centres in Australia also 
participate in the green movement (The Green Globe certification, 2012), with several 
Australian convention and exhibition centres receiving international certification as green 
buildings. A green building is based on the control of its environmental impact; hence, it has 
to consider on-site environmentally responsible initiatives in terms of energy saving, water 
reduction, recycling, composting, and/or reduction of gas emission via green power. Some 
Australian convention and exhibition centres have been recognised internationally as the first 
to be awarded the highest green standards. For instance, the Melbourne Convention and 
Exhibition Centre was the first centre in the world to be awarded a six-star green star rating
5
 
by the Green Building Council of Australia (Mair & Jago, 2010). Other examples of winners 
in green building international competitions are the Brisbane Convention and Exhibition 
Centre, and Adelaide Convention Centre, taking gold and silver categories respectively in 
2010 in the IMEX Green Supplier Award in Frankfurt, Germany (Brisbane Convention & 
Exhibition Centre, 2011). These examples illustrate how the business events industry is 
participating in the Australian agenda to invest in pro-environmental infrastructure to 
encourage a greener event. They also demonstrate the level of interest of some business 
events managers in holding their event in environmentally responsible venues in order to be 
part of the green movement.  
Green Sports Events  
In the current literature on sports events management, studies have focussed on the role and 
importance of green elements in the image of mega-events (Laing & Frost, 2010). Sports 
events that participate actively in the green movement include hallmark events such as the  
Olympic Games (May, 2005; Shoval, 2002; Horton & Zakus, 2010). According to Horton 
(2010), in 1994, the International Olympic Committee (IOC) included the environment as the 
third pillar of the Olympic movement to stand alongside its two original official pillars of 
sport and culture. However, it was not until 2000 that this philosophy was applied in the 
Sydney Olympic Games. Unfortunately, criticism of the event’s green performance emerged 
during and after this event because the Sydney organising committee’s rhetoric did not match 
reality, and thus did not fulfil the expectations of green groups (e.g., Green Game Watch 
2000 and Greenpeace Australia) and society in general. Despite this, the Sydney effort was a 
                                               
5 Green Star is a comprehensive, Australian voluntary environmental rating system that evaluates the 
environmental design and construction of buildings. Source: (Brisbane Convention & Exhibition Centre, 2011) 
from http://www.bcec.com.au/media/news/imexaward.aspx Retrieved 10 May, 2011 
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first step in improving strategies to control environmental impacts for successive Olympic 
Games and became a model for subsequent events. 
Today, the green aspect of the Olympic Games is planned not only to control the 
environmental impact, but also to improve people’s health. As an example of this approach, 
in the lead-up to the 2012 Olympics Games in the UK, the city council of London encouraged 
its citizens to use alternative means of transport for health benefits, such as walking and 
cycling (McCarthy, Ravelli, & Sinclair-Williams, 2010). It is clear that if people choose a 
physical activity as their mode of transport rather than use a car, pollution levels would be 
reduced. These efforts would also impact in a positive way on the lifestyle of citizens and 
contribute to a better environment for the athletes. This is illustrated in the philosophical 
principles of the 2012 Olympic Games that encompass: 1) climate change; 2) waste; 3) 
diversity; 4) inclusion; and 5) healthy living. These five principles are based on the ten 
principles that originated in the WWF/BioRegional concept of “One Planet Living” (2011). 
In the past, the Olympic philosophy was oriented toward conservation of the environment. 
However, the concept is now moving towards a more instrumental view of improving an 
individual’s health via conservation of the environment and social relationships — in other 
words moving the Olympic concept towards sustainability. This shift implies the integration 
of economic, social and environmental aspects in the Olympic Games. Another type of event 
that has adopted the green movement is the music festival industry. 
 
Green Music Festivals 
Music festivals are gaining global popularity (Brennan-Horley, 2007; Frey, 1994). Ballantyne 
et al. (2014) have argued that music festivals are significant for Australian youth, and even 
challenge the common perception that people are more engaged with sports than arts events. 
They reported, for example, that more people had joined the official Facebook site of a 
popular Gold Coast music festival than had joined the official Facebook site of the national 
rugby team.  
There are many examples of festivals throughout the world that have attempted to become 
green, for example, the Glastonbury Music Festival in the UK. The Glastonbury festival 
made alliances in the early 1990s with two well-recognised, international non-profit 
environmental organisations — Greenpeace and Oxfam — to control their environmental 
impact as much as possible and enhance positive behaviours among participants during and 
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after the festival. As well as creating visible waste, the approximately 177,000 attendees at 
this annual festival are responsible for invisible environmental impacts such as gas emissions 
and noise (Glastonbury Festival, 2012; McKay, 2000), and despite the organisers’ efforts to 
encourage attendees to support their on-site environmentally responsible initiatives (via their 
website), that there is still a need for attendees to care more about the environment while at 
the festival (Glastonbury Festival, 2012).  
In Australia, an example of a green music festival is the Peats Ridge Sustainable Festival, a 
three-day festival in New South Wales that has been running since 2005. Its whole festival 
concept is based on promoting a better lifestyle and, in particular, influencing its audience’s 
environmentally responsible behaviours during the event. The organisers built the necessary 
infrastructure in order to save water, supply energy via alternative power, offer organic 
materials, and promote alternative means of transport before, during, and after the festival 
(Cummings, 2008; Laing & Frost, 2010). Further, its managers use private national and 
global environmental organisations to monitor the festival’s environmental impact against 
current environmental standards (Peats Ridge Sustainable Festival, 2011), thus increasing its 
credibility as an environmentally sustainable event. This festival is supported by the United 
Nations Environment Programme (UNEP), and United Nations Educational, Scientific and 
Cultural Organization (UNESCO). These bodies focus on the use of music festivals to 
promote environmental awareness among the public and assist in the process of greening the 
music and entertainment industry (part of several activities of World Environment Day). 
UNEP also provides international resources and guides to the music industry on how to green 
a festival (Peats Ridge Sustainable Festival, 2011). This initiative illustrates that international 
and national organisations are interested in promoting the green movement via music 
festivals because of their social benefit.  
Although music festivals are increasingly adding on-site environmentally responsible 
initiatives into their events, the evolution of green events is still in progress and relatively few 
music festivals can be defined as green festivals (Alonso-Vazquez et al., 2012). Thus, there is 
a need for further research to investigate event attendees’ awareness of and responses to 
environmentally responsible event initiatives that result in their environmentally responsible 
behaviours (Henderson, 2011; Laing & Frost, 2010). Such information can contribute toward 
controlling the environmental impacts of events and encouraging other event industries to 
take an environmentally responsible approach. 
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Music festival events as the context of this research 
The contribution to research was one of the main reasons music festivals were chosen as the 
context of the current study rather than business or sports events.  Prior research on events 
has focussed on investigating the role of sustainability-focused events in fostering attendees’ 
everyday pro-environmental behaviours (Harris & Huyskens, 2002; Mair, & Laing, 2013); 
and the attitudes and expectations that event managers have towards mitigating an event’s 
negative environmental impacts (Deery et al., 2005; Gračan et al., 2010; Lee et al., 2011; 
Mair & Jago, 2010; May, 1995; McCarthy et al., 2010; Horton & Zakus, 2010; Shoval, 
2002). This research has mainly been conducted in contexts such as business events (Deery et 
al., 2005; Gračan et al., 2010; Lee et al., 2011; Mair & Jago, 2010) and sports events (May, 
1995; McCarthy et al., 2010; Horton & Zakus, 2010; Shoval, 2002). Further research of this 
nature is required in the context of music festivals.   
The social benefits that music festivals provide to society was another main reason this type 
of event was chosen for the context of the present study. Music festivals are a worthwhile 
area of study because research has found they are places to foster social change (Anderton, 
2011; Cummings, 2008; Sharpe, 2008) and provide positive impacts on participants’ 
psychological and social well-being (Adsett, 2011; Ballantyne et al., 2014; Gursoy et al., 
2004; Packer & Ballantyne, 2010). This impact is the result of the unique opportunities that 
music festivals provide for interaction between attendees and music in an active way, 
allowing attendees to be open to experiences that lead to personal growth and self-discovery.  
Another main reason to select music festivals as the context for this study was the distinct 
environmental impact that they create, as these festivals are usually held in rural areas or 
public parks over one or more days and include designated camping areas (Anderton, 2008). 
Thus, as attendees immerse themselves in the festival context (Packer & Ballantyne, 2010), 
they have a direct connection with the natural environment. This connection can have 
substantial negative impacts on the environment because of the very act of visiting a pristine 
place (Marion & Reid, 2007). The mass movement and accommodation of event attendees is 
capable of producing negative short and long term impacts on the ecosystem in terms of 
waste, noise and energy consumption, along with greenhouse emissions generated through 
the use of transport to and from the venue (Brooks et al., 2009; Cummings, 2008; Laing & 
Frost, 2010). Additionally, in an environment in which everything for the festival is built on-
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site (David, 2009), there is the possibility of damage to the ecosystem due to residual 
chemicals spilling into the soil.   
Finally, another reason to study music festivals was the belief that these events have the 
potential to alleviate socially unacceptable on-site behaviours by prohibiting drugs and 
promoting environmentally responsible behaviours (McKay, 2000). Music festivals are not 
only capable of directly promoting environmentally responsible behaviours, but also by 
prohibiting drugs of indirectly promoting care for the environment, which includes respect 
and love for life and human beings (One planet living, 2012). It is well known that drug and 
alcohol abuse can lead to unruly and destructive behaviours, evidenced in historical tragedies 
such as riots and fires at Woodstock, NY, USA, 1999 (Vider, 2004), Black Sabbath concert, 
Wisconsin, USA, 1980, Leeds Festival, West Yorkshire, England, 2002, Station Night Club, 
Rhode Island, USA, 2003, Hard Summer Inglewood, California, USA, 2009, as well as drug 
abuse scandals at the Altamount Free Concert, Northern California, USA, 1969, The Electric 
Daisy Carnival, Los Angeles Coliseum, California, USA, 2010, Rainbow Serpent Festival, 
NSW, Australia, 2012, Electric Zoo Festival, NY, USA 2013, Defqon. 1 Festival, NSW, 
Australia, 2013, The Veld Music Festival, Toronto, Canada 2014, Got Milk Music Festival, 
VIC, Australia 2014, and Harbourlife Festival, NSW, Australia 2014.  
2.2.3 Management Issues and Green Events  
In a qualitative study, Mair and Laing (2012) explored the reasons why managers are or are 
not interested in greening their events using a sample of six festival managers in the UK and 
Australia who were practicing pro-environmental activities at their events. Their findings 
showed that the drivers toward greening a music festival include: 1) the personal values or 
ethos of the manager and/ or the organisation; 2) demands from stakeholders that the event be 
environmentally responsible; and 3) the managers’ desire to act as an advocate of green 
issues. The authors also demonstrated that not all managers are interested in greening. The 
most frequently mentioned barriers perceived by the managers against greening their festivals 
are: 1) financial costs; 2) lack of time; 3) lack of control over festival venues and patrons’ 
behaviours; and 4) the inability to source appropriate green suppliers or supplies. Conceptual 
papers focussed on event management and green and sustainable events revealed similar 
observations (Henderson, 2011; Laing & Frost, 2010). These observations are that some 
events’ stakeholders perceive that taking advantage of environmentally responsible initiatives 
is expensive (Claver-Cortés, Molina-Azorín, Pereira-Moliner, & López-Gamero, 2007; 
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Henderson, 2011; Mair & Laing, 2012; McNamara & Gibson, 2008) and that there is a need 
for extra economic resources to do so (Brooks, O'Halloran, & Magnin, 2007; Laing & Frost, 
2010). Given this, event managers may not be able to find a way to justify green initiatives at 
their events, making it more difficult for them to move from a traditional approach to a 
greener or more sustainable one. 
According to the literature reviewed so far, it would appear that many managers remain to be 
convinced regarding the benefits of implementing on-site green initiatives and investing 
financial resources to achieve their goal. A study of The Homebake music festival in Sydney, 
Australia, conducted by Brooks, O’Halloran, and Magnin (2007) concluded that in order to 
shift music festivals towards pro-environmental sustainability, it is critical to educate 
stakeholders about sustainability principles to inspire behavioural change. The authors tested 
a planning method based on ‘back-casting sustainability principles’ in order to move from 
traditional to more sustainable music festivals. It is called ‘back-casting’ because this method 
began from the stakeholders’ and managers’ imaginary outcomes and proceeded by asking 
the questions, “To arrive here, what do we need to do? or “What did we do to arrive here?” 
(p. 7). These questions were then answered by the festivals’ managers and stakeholders and 
formed the basis of the final strategies for the plan. These strategies were: 1) building up the 
in-house ‘sustainability capacity’ of festival organisations; 2) creating alliances between 
organisers to optimise their common supply chain in environmentally responsible terms; and 
3) lobbying governments for financial support.   
A different perspective to greening an event is to take advantage of the well-established 
international organisations that provide environmental standards for the events industry. 
Today, there are a number of private companies that offer assistance to encourage music 
events to apply and measure environmentally responsible initiatives. Jasikova et al. (2011) 
highlighted the following international systems designed to improve events: a) A Greener 
Festival Award  (UK Association); b) Green’N’Clean Award (Yourope European 
Association); c) University of New South Wales Eco Living Centre (Australian Association) 
(Cummings, 2008; Jasikova, Bures, & Maresova, 2011; Laing & Frost, 2010); d) ReSport 
certification (USA organisation); e) EcoLogo (North American organisation); and f) The 
Pledge Sustainability (USA Harvard University). In addition to the organisations highlighted 
by Jasikova et al., others that have supported events are The Global Reporting Initiative 
(Global reporting initiative event supplement, 2012), and British Standards Institute (Jones, 
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2010). Further, while some organisations are not precisely focussed on events they can assist, 
including Green Globe, International Organisation for Standardization, and Green Key in 
tourism settings (Jasikova et al., 2011). Event managers are able to follow the sustainable 
methods of these organisations in order to implement their own green initiatives and events.  
Another way to implement environmental practices is to make alliances with non-profit 
organisations. For instance, Peats Ridge is supported by UNEP, Australian Government 
Strategy for the DESD, and The Permaculture Research Institute of Australia (Peats Ridge 
Sustainable Festival, 2011). Splendour in the Grass is supported by Climate Friendly 
(Splendour in the Grass, 2012), Shambala is supported by Tree Aid, Fare Share, Sustrans and 
the Wondering Word (Shambala Festival, 2012), and The Falls is supported by Discover 
Tasmania (Falls Festival, 2012). These alliances are making it easier for managers to offer 
environmentally responsible options to their attendees when attending events. 
The most common pro-environmental initiatives designed to control an event’s negative 
environmental impact are those oriented toward addressing transport, waste, water and 
energy consumption; because these are the main issues that event managers have to consider 
when greening an event. In the following sections, these initiatives will be discussed in the 
context of green music festivals.  
Waste management issues 
Waste is a critical aspect of event management during each stage of an event. For example, 
with the assistance of approximately 150,000 people, Glastonbury Festival’s (2008) five-day 
event in the UK recycled 193.98 tonnes of composted organic waste, 400 tonnes of chipped 
wood, 9.12 tonnes of glass, 11.2 tonnes of clothing, tents and sleeping bags, 0.264 tonnes of 
batteries, 10 tonnes of dense plastic, 0.25 tonnes of plastic sheets, and 863.32 tonnes of waste 
(Glastonbury Festival, 2012). However, according to Glastonbury Music Festival manager 
Michael Eavis, even these recycling efforts are not enough to control the event’s 
environmental impact. Attendees’ rubbish is still the biggest challenge, because it is 
sometimes not well classified and rubbish is mixed in the recycling bins, including food, food 
packaging, beverage containers, personal belongings and packaging (Glastonbury Festival, 
2012). This results in both environmental and economic impacts. In countries such as 
Norway, the government has a specific policy for festivals that requires those who pollute to 
pay per tonne of unsorted waste for its handling and disposal (Bjorseth, 2008). This policy is 
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oriented toward making festival managers take control of their waste instead of relying on the 
public infrastructure.  
In open-air events the waste control infrastructure must be portable and created by the 
organisers because these events are held only once a year in the countryside. Event managers 
have to think about the waste generated by organisers, which includes printed promotional 
material, packaging, cardboard and paper for stall holders, signage and on-site stage 
infrastructure (Laing & Frost, 2010). They also have to allow for collection, recycling or 
composting of the waste generated by attendees (Cummings, 2008; Lightning in a Bottle, 
2011; Peats Ridge Sustainable Festival, 2011). Some events use a four-bin system of waste 
sorting, that is, recyclables, organics, waste-to-landfill, cardboard and paper, and call on 
volunteers and others to monitor the process (Cummings, 2008; Lightning in a Bottle, 2011; 
Peats Ridge Sustainable Festival, 2011). Other events use organic material to make the task 
easier and ensure that they do not run the risk of mixing rubbish. Thus, all food offered on-
site as well as packaging, cutlery and crockery must be biodegradable. However, despite 
these efforts to manage waste, attendees still need to be reminded of the need for their 
cooperation. As Meneses and Palacio (2006, p. 43) pointed out, “while recycling behaviour 
might have become a routine or habit with recognized awareness of ecology and recycling, it 
does not have a high level of involvement”. This means that even though people are aware of 
the need, for instance, to control waste, water and energy consumption, only a small 
proportion of them practice it.  
Transport initiatives issues 
One of the environmental impacts caused by traveling to an event is the carbon footprint. 
This term refers to the amount of gaseous emissions that affect the ozone layer and contribute 
to the climate change phenomenon (Wiedmann & Minx, 2007). In order to control this 
impact, some event managers implement transport initiatives in their staff organisation 
activities. Examples of these initiatives can be the use of biodiesel in transport (Giambrone, 
2011), buying products in an area that is close to where the event is held, and the use of 
bicycles to transport equipment during the event (Laing & Frost, 2010). However, these 
transport initiatives need to be complemented by the event attendees in terms of reducing 
their own carbon footprint (Harvey, 2009). As the number of event attendees can reach 
200,000 people on a festival day (Alonso-Vazquez et al., 2012; Mair & Laing, 2012), a 
considerable amount of pollution is potentially introduced into the environment. Some 
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festivals encourage their suppliers and artists to share the transport of merchandise and music 
equipment to and from the event venue, use vehicles with biodiesel fuel if possible, and 
source supplies locally (Alonso-Vazquez et al., 2012; Cummings, 2008; Giambrone, 2011; 
Laing & Frost, 2010). Nevertheless, according to Bestival, a green festival in Great Britain, 
80% of a festival’s carbon footprint is caused by attendees’ vehicle travel to and from the 
event (Bestival, 2011). This illustrates the importance of trying to convince attendees to use 
alternative means of transport.   
In transport studies such as that by Everett and Watson (1987), it was observed that people 
associate car use with more incentives than disincentives, but that there is a need to be careful 
with generalisations because the perceived constraints and benefits in each setting might 
differ depending on the context. Some events do provide transport facilities for attendees, for 
example, a special event coach, parking lot preferences for those who share transport (The 
Big Tent Music Festival, 2012), free public transport included with the event ticket (Brisbane 
International, 2012), or travel by bike in an escorted trip (Peats Ridge Sustainable Festival, 
2011). However, these facilities need economic investment from event management to make 
them possible.  
Water and energy consumption issues 
Although water and energy consumption initiatives mainly depend on the organisers, the 
participation of the event attendees is important to control possible water and energy wastage 
(Bjorseth, 2008). Open-air events that offer camping face the challenge of storing water and 
making it available at all times in compliance with health and safety requirements. This 
necessitates having moderate control over the use of chemical substances that can be spilled 
into the soil, or water usage through showers and toilets. To make this possible, some events 
have reduced shower times and installed low flow irrigation water systems
6
 (Bestival, 2011).  
Energy is another important resource that must be monitored. The activities that consume 
most energy at an event are performance areas, food stalls and water heating (Bjorseth, 
2008). Some solutions to excessive consumption are the use of alternative energy sources 
such as solar, biofuel, ethanol and wind energy. These initiatives depend more on event 
management than on attendees. However, event attendees have the option to participate in 
                                               
6 Low-flow irrigation systems, called low volume irrigation or microirrigation, is an irrigation method that 
operates under a lower water pressure than standard service systems (Source: Encyclopedia 2012). 
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activities that allow them to use alternative energy. For instance, some events invite their 
attendees to charge their mobile phones with solar energy or produce energy by riding a 
bicycle (Bestival, 2011; Lightning in a bottle, 2011; Peats Ridge Sustainable Festival, 2011). 
These examples illustrate how events can also work as a stage to provide knowledge about 
environmental advances.  
2.3 Understanding Attendees’ On-site Environmentally Responsible 
Behaviours 
Until now, what is known about environmentally responsible behaviours in events has mostly 
been gleaned from the managers’ perspectives rather than from the event attendees’ 
perspectives (Henderson, 2011; Laing & Frost, 2010; Mair & Jago, 2010). However, a small 
number of environmental studies in the context of events do fall within this scope. Some 
studies have focussed on measuring the environmental impacts of events (Harris & 
Huyskens, 2002; Jasikova et al., 2011; May, 1995; Sherwood, 2007), and on creating 
management plans to change a traditional format to a more pro-environmental event 
(Bjorseth, 2008; Brooks et al., 2009; Chernushenko, Van der Kamp, & Stubbs, 2001). To 
date, the study of on-site environmentally responsible behaviours has been mainly limited to 
tourism and leisure contexts other than events; thus, there is a need for further research 
regarding environmentally responsible approaches to events (Galloway et al., 2008; Janiskee, 
2006). In particular, more research is needed in areas such as event attendees’ attitudes, 
expectations towards the environment, and environmentally responsible behaviours 
(Henderson, 2011; Laing & Frost, 2010; Mair & Jago, 2010). The findings of such research 
can assist event managers to develop new methods that positively influence event attendees’ 
on-site environmentally responsible behaviours.  
According to the events literature, event managers use strategies such as marketing messages, 
prompts, incentives, social support, feedback and workshops during the event to 
communicate pro-environmental behaviours (Cummings, 2008; Giambrone, 2011; Laing & 
Frost, 2010). However, this still results in low participation from attendees, with some 
evidence suggesting that these initiatives may be most effective for those attendees who 
already have a high level of environmental awareness (Mair & Laing, 2013). Therefore, the 
question is, how can event managers engage attendees with different levels of environmental 
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awareness to behave in an environmentally responsible way when attending an event? Further 
research in this matter is important, particularly research that contributes toward 
understanding how attendees might be convinced to adopt pro-environmentally responsible 
behaviours during an event (Bjorseth, 2008; Harvey, 2009; Laing & Frost, 2010).    
To assist managers to encourage more participation in environmentally responsible activities, 
this research was designed to gain a better understanding of the factors that influence 
engaging in environmentally responsible behaviours at music festivals. Such an 
understanding can facilitate: a) the development of more effective ‘green’ messages 
(Bjorseth, 2008); b) the tactical planning of how to convince event attendees to support on-
site environmentally responsible behaviours (Laing & Frost 2010); c) cost savings in 
management, for example, in litter collection or energy consumption (Bjorseth, 2008); and d) 
fewer detrimental impacts on the environment and less degradation (Laing & Frost 2010; 
Henderson 2011; Mair & Jago, 2010). To provide context to attendees’ environmentally 
responsible behaviours and the factors that may influence these positive behaviours, the 
following sections will discuss event attendees’ behaviours (2.3.1), event attendees as 
consumers of green events (2.3.2), and attendees’ environmentally responsible behaviours at 
events (2.3.3).    
2.3.1  Introduction to Event Attendees’ Behaviours 
To provide context, it is useful before discussing event attendees’ behaviours to briefly 
consider why people attend events (Bowen & Daniels, 2005). Events motivation research 
suggests that two sets of factors influence attendance to events: those that prompt people to 
leave their homes and those that attract a person to a particular place (Adsett, 2011; Bowen & 
Daniels, 2005; Crompton & McKay, 1997; Formica & Uysal, 1996; Pegg & Patterson, 2010). 
In relation to events, the desire to escape from routine, seek novelty, reaffirm self-identity 
and socially interact (Bowen & Daniels, 2005; Crompton & McKay, 1997; Formica & Uysal, 
1996; Morgan, 2008; Pegg & Patterson, 2010) are factors that influence a person’s 
motivation to attend events (Hixson et al., 2011; Kim & Chalip, 2004; Morgan, 2008; Uysal 
& Baloglu, 1996). Further, factors such as social opportunities, cultural experiences and the 
nature of tourist destinations influence people’s attendance at a particular place (Hixson et al., 
2011; Kim & Chalip, 2004; Scott, 1995; Uysal & Baloglu, 1996). These studies have 
suggested that attendees are attracted to spaces where they can behave in a certain way to 
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satisfy psychological needs such as to reaffirming their self-identity, fulfilling a sense of 
belonging, escaping from their daily activities, or interacting with other attendees and 
reinforce social bonds.   
Mair and Laing’s (2013) research has provided an example of how attendees’ behaviours at 
events illustrates their desire to reaffirm self-identity and social interaction. By applying the 
Transtheoretical Model to the role of sustainability-focused events, researchers found that this 
type of event attracts attendees who are already significantly committed to sustainable 
behaviours. Mair and Laing observed that people use green products as an encouragement 
and to provide positive feedback for their lifestyle choices. These results converge with prior 
research in observing that the event experience allows attendees to share and affirm their 
identities as part of a particular subculture (Green & Chalip, 1998; Kim & Jamal, 2007). The 
current research thus hypothesises that attendees at music festivals might adopt 
environmentally responsible behaviours to reaffirm their perceptions (or aspirations) of 
themselves as environmentally responsible people. 
Other relevant research on attendees’ behaviours at events has focussed on the importance of 
the festival community to attendees. A festival or event community might be considered a 
‘subculture’, that is, a group of people that has particular values, sets of norms and 
behaviours that are different from the dominant culture (Donnelly & Young, 1988), and 
interacting with other members of this community serves to reinforce these values, norms and 
behaviours (McAlexander, Schouten, & Koenig, 2002). In gatherings such as special events, 
this interaction contributes toward constructing and reconstructing a subcultural identity 
(social identity) that can be celebrated by the members (Donnelly & Young, 1988).  
For example, in a participant observation study of a women’s football tournament, Green and 
Chalip (1998) showed that participants look for opportunities to give and get support from 
other members of their community and confirm their identities as female football players. If 
an event is perceived by attendees as an opportunity to socialise and reaffirm their self-
identity as members of a subgroup, then event managers need to pay special attention to the 
set of values, norms and culture within the group as this set is likely to contribute toward 
shaping attendees’ behaviours. A more recent study (Kim & Jamal, 2007) on repeat visitors 
to a Renaissance or Medieval Festival found that attendees’ satisfaction in reconstructing a 
sense of desired self while attending the festival is an important element in participants’ 
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commitment to the festival community. The current research hypothesises that event 
attendees at music festivals might adopt environmentally responsible behaviours to reaffirm 
their perceptions of themselves as members of a green subcultural identity.  
Attending a festival may be viewed as a liminal experience that has an impact on attendees’ 
behaviours. According to anthropologist Victor Turner (1982), a liminal experience occurs 
when one’s sense of identity is transformed to some extent by a personal or social experience; 
this does result in a kind of disorientation, but there is also the possibility of new 
perspectives. This experience is illustrated in Kim and Jamal’s (2007) study. Their study 
suggested that attendees at festivals can fulfil their need to express, regain or reconstruct their 
sense of self, which is inhibited in their ordinary social roles and in the norms of mainstream 
society. They also observed that some attendees assume a temporary role that is limited to the 
duration of the festival, and that they tend to adhere to the values and culture of the festival’s 
community. Interestingly, Kim and Jamal concluded that this temporary role also contributes 
to affirming their self-identity. Thus, it is hypothesised in the current research, that an 
attendee’s desire for self-identity and/or social identity might influence that individual’s 
positive behaviours at the festival such as on-site environmentally responsible behaviours. 
This view is supported by the relevant literature that attendees who identify with the culture 
celebrated in a particular event community are likely to adhere to the event’s set of values, 
norms and expected behaviours (Adsett, 2011; Donnelly & Young, 1988; Green & Chalip, 
1998; Kim & Jamal, 2007; McAlexander et al., 2002; Morgan, 2008).  
Another contribution of the events literature regarding attendees’ behaviours is that 
attendees’ engagement and commitment towards a festival increases as a result of developing 
positive feelings over time. This behaviour has been studied in terms of loyalty towards the 
event, or festival attachment (Filo et al., 2012; Funk & James, 2006; Kim & Jamal, 2007). 
Festival attachment is defined as the affection that bonds attendees with a specific festival 
(Funk & James, 2006). According to diverse literature on events, these bonds are developed 
as a result of attendees’ identification and interaction with a festival community, highlighting 
its potential to encourage positive behaviours (Adsett, 2011; Hays & Minichiello, 2005; Lee, 
Lee, Lee, & Babin, 2008; Mackellar, 2009; Olli, Grendstad, & Wollebaek, 2001; Sparks & 
Shepherd, 1992; Stryker & Burke, 2000; Tomljenovic´, Larsson, & Faulkner, 2001).  
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Although there are limited studies in this area, prior research into sports, wine and food 
events has suggested that emotional attachment to a specific festival develops as attendees 
become committed to the event over time (Filo et al., 2012; Funk & James, 2006; Kim & 
Jamal, 2007). Hays and Minichello’s (2005) research showed that musical experiences 
provide attendees with ways of understanding and developing their self-identity, connecting 
with others and maintaining well-being. Funk and James (2006) suggested that an increased 
sense of attachment to an event may strengthen attendees’ supportive behaviours toward the 
event due to their identification with the event and its community. Thus, the emotional bond 
between an attendee and a festival is found to enhance an individual’s commitment to a 
particular festival’s cause. Further, festival attachment may increase the likelihood of repeat 
visitation, reaffirm participants’ identity, and increase positive word-of-mouth 
recommendations to other attendees who share the same interests.  
Festival attachment has also been studied from a commercial point of view (Lee, Lee, & 
Yoon, 2009; Morais & Lin, 2010; Tanford, Montgomery, & Hertzman, 2012). For example, 
Tanford, Montgomery, and Hertzman (2012) have defined festival loyalty as the satisfaction 
that the festival provokes in attendees that encourages repeat visitations and 
recommendations. These authors have suggested ways for event managers to build emotional 
commitment and increase social capital in their constituents to enhance behavioural loyalty, 
the likelihood of their recommending the festival to others (Morais & Lin, 2010; Wan & 
Chan, 2013), and resistance to changing to other festival communities (Lee et al., 2009). It is 
thus hypothesised that the emotional bond between an attendee and the festival community 
may influence attendees’ on-site eco-friendly behaviours due to their identification with the 
social structure of the festival community. 
Finally, literature in events has suggested that place attachment is important to be studied as 
an influence on attendees’ behaviours (Hixson, McCabe & Brown, 2011; Lee, Kyle, & Scott, 
2012). Place attachment is defined as a person’s emotional bond with a place (Halpenny, 
2010; Hixson et al., 2011). Research has focussed on the extent to which an attendee’s 
emotional bond with the place where the event is held influences the motivation to attend the 
event and their subsequent evaluation of the festival. Lee, Kyle and Scott (2012) studied the 
role of place attachment as a mediator of the relationship between attendees’ positive 
evaluation of their festival experience and their loyalty to the festival’s host destination. They 
found that satisfied attendees at a festival develop a moderate level of emotional attachment 
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to the festival’s host destination and ultimately become loyal to that destination. Hixson, 
McCabe and Brown’s (2011) study into place attachment for diverse types of events in 
Adelaide, Australia, found that there is no correlation between place attachment and event 
attendance except for those attendees who identify with the place where the festival was held. 
Environmental psychology studies have found that place attachment is an important factor 
that influences environmentally responsible behaviours (Lee et al., 2011). It is therefore 
hypothesised that attendees’ attachment towards the place where a festival is held is a 
possible predictor of attendees’ environmentally responsible behaviours.  
In addition to attendees’ behaviours at events, further insights may be provided by research 
focused on attendees’ behaviours as consumers of green events. This literature is discussed in 
Section 2.3.2.  
2.3.2 Event Attendees as Consumers of Green Events 
In general, knowledge about consumer demand for green events in the academic literature is 
limited (Henderson, 2011; Lee et al., 2011; Mair & Jago, 2010; von der Heidt & Firmin, 
2009). Relevant studies, however, have explored: 1) visitors’ motives to attend a film festival 
with environmental themes in Brazil (Kim, Borges & Chon, 2006); 2) convention attendees’ 
perceptions about green practices in business events destinations in the USA (Lee et al., 
2011); 3) attendees’ willingness to pay for a green ticket to attend a music festival in 
Australia (von der Heidt & Firmin, 2009); and 4) non-urban festival consumers’ perceptions 
about ‘festivalscapes’7 that achieve environmental, social and economic goals in two 
Australian music festivals (Gration et al., 2011). Although studies on this topic are scant, they 
are relevant in understanding environmentally responsible behaviours from a different 
perspective.  
Kim, Borges and Chon’s (2006) study has shown that the environmental theme of the 
Brazilian film festival is not one of the main reasons to attend the event for the majority of its 
visitors. According to the authors, this finding contrasts with past studies of visitors’ 
motivations to attend festivals which suggests that the theme involved in the festival can be a 
good predictor of visitors’ motivation to attend (Crompton & McKay, 1997; Formica & 
                                               
7 Term used in the events and marketing literature to refer to festivals that incorporate the atmosphere of a 
general service encounter derived from a blend of built and natural scenes. ‘Festivalscapes’ can also be called 
nonurban festivals (Source: Gration, Arcodia, Raciti, & Stokes, 2011). 
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Uysal, 1996; Saleh & Ryan, 1993; Scott, 1996; Uysal & Baloglu, 1996; Uysal, Gahan, & 
Martin, 1993). However, they do identify a sector of people with high environmental values 
who are attracted to the unique theme of the festival. 
The second study in the context of business events is the research conducted by Lee, Breiter, 
and Choi (2011). This study found a low correlation of .250 between visitors’ perceptions of 
green practices at a convention site in Orlando, Florida, USA, and their ratings of the 
convention’s destination competitiveness. These ratings are based on seven A’s for 
convention destination competitiveness
8
. This result suggested that participants do not 
strongly relate environmental practices with the competitiveness of the convention’s 
destination. The study by von der Heidt and Firmin (2009) evaluated event attendees’ 
willingness to pay for a green ticket to a five-day Australian Music Festival. This ticket was 
5% more expensive than the regular ticket, with the additional revenue allocated to 
implementing the events’ on-site environmentally responsible initiatives. Five main factors 
were used to predict consumers’ willingness to pay more: 1) collectivist values; 2) green 
buying behaviours; 3) green orientation (environmental predisposition); 4) perceived severity 
of environmental problems; and 5) inconvenience of being green. Their results showed that 
consumers’ green orientation (environmental predisposition) and collectivist values are key 
variables to predict their willingness to pay more for a green ticket.  
Contrary to this finding, research in the hospitality literature on demand for green touristic 
products has found that hotel visitors are not willing to pay extra for services that incorporate 
green practices. For instance, in his study of ski resorts in Verbier, Switzerland, Hudson 
(1995) concluded that, “it is difficult for a destination to gain a competitive advantage by 
marketing itself as green” (p. 184). Hence, although visitors are aware of the importance of 
environmental conservation, their willingness to pay a premium for a greener product is low. 
Similar to this finding but in a socio-environmentally responsible business hotel in a 
Malaysian destination, results showed that tourists are not willing to pay a premium price to 
hotels that support socio-environmentally responsible attributes. However, these 
environmentally responsible efforts do contribute to improving the overall image of the hotel 
                                               
8
 This rating include the following attributes: accessibility to airlines; on-site (local) transportation; availability 
of facilities; hotel rooms, meeting space, restaurants, convention facilities; affordability of hotel rates, venue 
rental fee, food cost; appropriate service: service quality of hotels, convention venue, restaurant; agreeable 
environment climate: political stability, infrastructure, safety and security; attractions; shopping, nightlife, 
entertainment, culture, historical sites; and appealing image: existing image, promotional appeal (Source: Lee et 
al., 2011). 
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in terms of value and quality (Lee, Hsu, Han & Kim, 2010). In contrast, studies in the 
restaurant industry showed that guests in the USA are willing to pay extra to support 
restaurants that are engaged in green practices (Schubert, Kandampully, Solnet, & Kralj, 
2010). These findings might suggest, then, that guests are willing to pay extra for products 
when this additional cost does not seem to be excessive.  
In the event management literature, a recent study by Gration, Arcodia, Raciti, and Stokes 
(2011) explored event attendees’ perceptions of the attributes of two Australian music 
festivals: The Woodford Folk Festival (Woodford, Queensland), and the National Country 
Music Muster (Gympie, Queensland). These two festivals were selected as both are non-
urban festivals, and in particular because the Woodford Folk Festival has environmentally 
responsible initiatives and the National Country Music Muster does not. The objective of the 
study was to establish how non-urban festival sites could maintain their natural environment 
attributes while sustaining consumer interest through changes in the overall event. Twenty-
eight semi-structured focus groups revealed that attendees of both festivals have a positive 
attitude towards the green strategies of restoring, enhancing and sculpting the natural 
environment, that is, modifying the natural environment in a sustainable manner to gain a 
more comfortable festival experience. This conclusion was based on attendees’ comments 
about their willingness to pay more money to contribute to the cause of their festival.  
The studies outlined above converge in that they identified a small segment of event 
attendees who are willing to pay extra to support on-site environmentally responsible 
initiatives. However, these studies also found that the majority of attendees are not willing to 
pay a higher price for a green product or service unless they are loyal to the event, they have 
a previous green orientation, or have collectivist values. These studies also noted that the 
event program is a more important reason for attending an event than its green credentials.  
Therefore, these studies support the current research’s stance that there is a need to assist 
event managers to identify novel ways to encourage attendees who are less environmentally 
oriented or aware about on-site eco-friendly behaviours to support the event’s green 
movement. This support could either be through active participation in the event’s pro-
environmental initiatives or paying extra to support these initiatives.   
34 
 
2.3.3 Examples of Environmentally Responsible Behaviours at Events  
According to Laing & Frost (2010), environmentally responsible behaviours in the context of 
events are those actions that event attendees undertake to mitigate their environmental 
impact. These behaviours are promoted and facilitated by the event management team by 
means of water, energy, transport and waste initiatives as mentioned in Section 2.2.3. Pro-
environmental behaviours include those that occur before, during and after the event.  
An example of a pro-environmental behaviour that occurs before and after the event is eco-
friendly transport. Examples of environmentally responsible behaviours with regard to 
transport include walking, cycling, sharing transport or using public transport when arriving 
and staying at the event, as well as leaving the event (Bjorseth, 2008). Examples of on-site 
environmentally responsible behaviours regarding transport include using camping facilities 
at the festival instead of travelling to stay elsewhere, and buying personal supplies at the 
event.  
Water and energy use are examples of pro-environmental behaviours that occur during the 
event, when attendees can moderate their use of water (showers and toilet flushes) and 
energy. Some events with camping facilities emphasise this to their attendees via prompts to 
turn off the water when they are not using it, and asking their audiences to take only one 
shower a day. Environmentally responsible behaviours with regard to energy are those 
actions designed to save fossil fuel energy and to use alternative energy. Some green event 
organisers may provide solar, wind or human-powered alternatives for both general event 
activities and for the individual use of event attendees. Such behaviours, however, are often 
more dependent on the initiatives of the event management team rather than those of the 
event attendees.  
Waste management is another pro-environmental behaviour that occurs during the event. 
Event attendees can participate in waste management activities such as recycling, picking up 
their own and others’ litter, re-using their water bottles instead of buying new ones, using the 
event’s composting facilities if available, or buying products with recyclable materials  
(Bjorseth, 2008; Brooks et al., 2009). Waste management behaviour may also depend on the 
event management’s initiatives in providing appropriate infrastructure; however, it also 
depends to a large extent on the positive and active participation of event attendees (Bjorseth, 
2008; Henderson, 2011). Every waste management initiative (e.g. recycling, composting, 
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selling products with less packaging) is limited by the extent to which attendees carry out 
these activities properly. For instance, if attendees do not recycle properly this makes the 
composting activity difficult because of contamination caused by mixing types of rubbish 
(Coker, 2012).   
Waste management as the target behaviour of this research 
Although moderating the use of water, energy and transport are important responsible 
behaviours at events, this current research focused only on waste management.  There are a 
number of environmental and management reasons for this focus. 
 
 The environmental reasons are related to the view that irresponsible waste management 
causes immediate depletion of natural resources and it has a negative impact upon flora, 
fauna and humans. The portable infrastructure required to stage the festival in a natural area, 
including food production on-site, food and its related products brought by the event 
community, disposable packaging of beverages, cutlery, crockery, and other multiple 
packaging and items brought by the event community result in excessive amount of waste 
(David, 2009). Festivals and events are responsible for increasing the daily average waste by 
two to ten times (Chandrappa, & Das, 2012). Festivals that are held in rural areas are 
particularly hazardous as the type of waste generated differs from the waste normally found 
in rural areas which is often organic and easily biodegradable (Chandrappa, & Das, 2012). 
Examples of non-biodegradable urban waste are: plastics (containers, cutlery and crockery), 
chemicals (e.g. cigarette butts, personal hygienic items), and metals (e.g. aluminium cans or 
steel camping items). One of the critical problems with solid and wet waste is their 
decomposition. This decay can release toxic materials into the soil causing bacterial 
contamination, decrease of the vegetation cover and pollution (Achudume & Olawale, 2009; 
Lober, 1996; Omuta, 1999; Shakibaie, Jalilzadeh & Yamakanamardi, 2009). This natural 
habitat loss can cause the interruption of animal’s feeding or/and breeding patterns as well as 
the propagation of human diseases (David, 2009). The solid waste can accelerate the growth 
of living organisms such as protozoa and fungi among others parasites causing dangerous 
gastrointestinal and respiratory infections (Chandrappa, & Das, 2012).  This contamination 
could affect the immediate festival environment and/or cause long-lasting environmental 
damage to the place where the event is held and its surroundings.    
The reasons to focus on waste management from the point of view of the management are: 
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First, it is much easier for an event manager to introduce initiatives and target event 
attendees’ behaviours while they are in the confines of the event, rather than trying to 
influence their behaviours (e.g., in relation to transport) outside of the event.  Further, events 
literature has observed that it is important to understand attendees’ behaviours in the event 
place and time because people may behave differently when they are at an event compared to 
how they behave in their everyday lives (Hannam & Halewood, 2006; Kim & Jamal, 2007). 
Second, waste management behaviours are influenced by and depend on the direct 
participation of attendees, while water use, energy use and transport depend more on 
management systems (Bjorseth, 2008; Brooks et al., 2009). These behaviours are also 
dependent on the location of the event and the availability of alternative means of transport, 
water and energy provisions at the event. Third, previous research in environmental 
behaviours has suggested that generalising from one pro-environmental behaviour to another 
may be inappropriate. For example, generalisations from recycling to composting, or from 
saving water to selecting an eco-friendly type of transport, may not be appropriate as some 
individuals may adopt one type of behaviour and not others (Balderjahn, 1988; McKenzie-
Mohr, 2000a; Pickett, Kangun, & Grove, 1993; Schultz, Oskamp, & Mainieri, 1995; 
Siegfried, Tedeschi, & Cann, 1982; Thøgersen & Ölander, 2003; Tracy & Oskamp, 1983). 
Finally, as waste management behaviours are mostly undertaken in public, event attendees 
can observe these behaviours of others to a greater extent than they can in terms of other 
attendees’ energy or water usage.   
2.4 Understanding Environmentally Responsible Behaviours  
2.4.1 Introduction to Environmentally Responsible Behaviours  
Environmentally responsible behaviour refers to “behaviour that consciously seeks to 
minimize the negative impact of one’s actions on the natural and built world” (Kollmuss & 
Agyeman, 2002, p. 240). Currently, there is particular interest in the academic literature about 
environmentally responsible behaviours in different arenas. The environmental research topic 
expanded rapidly during the 80’s and 90’s (Gifford, 1987). Since then, different areas of pro-
environmental behaviours have been investigated, including: a) Environmental Education; b) 
Development and Sustainability; c) Environmental Management; d) Tourism & Leisure; e) 
Environmental Psychology; f) Environmental Marketing; and g) Environmental Economics 
and Policy. Despite the large amount of research in these areas, there has been limited 
research in the field of Event Management from an environmental perspective and further 
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research is needed (Getz, 2009; Sherwood, 2007). The next section will address theoretical 
frameworks that provide further potentially useful factors that might influence on-site 
environmentally responsible behaviours in the context of events.  
2.4.2 Theories of Behaviour and Behavioural Intentions  
Almost two decades of research have contributed to well-established social science theories 
that allow researchers to explain human behaviours (Bamberg & Möser, 2007; Sheppard, 
1988). However, contemporary studies attempting to predict behaviours still differ in their 
approach. While most researchers have focussed on behavioural intentions as a proxy of 
action, some have focussed on concrete actions (McDonald et al., 2012). Researchers in the 
field of pro-environmental behaviours have advocated further research into actual behaviours 
because behavioural intentions do not always lead to actual behaviours (Hughes, 2012; 
McKercher et al., 2010; McKercher & Tse, 2012), and people tend to exaggerate their 
behavioural intentions when reporting them (McDonald et al., 2012; Peattie, 2001; Perrin & 
Barton, 2001). The following section discusses some of the psychological theories applied to 
understand the factors that influence environmentally responsible behaviours.   
Theory of Planned Behaviour  
The Theory of Planned Behaviour (TPB) was developed in the psychological arena and has 
been applied in many different contexts. For instance, in the environmental field the theory 
has been used to understand intentions relating to: a) reducing car use (Curtis, Ham, & 
Weiler, 2010; Gardner & Abraham, 2010; Haustein & Hunecke, 2007); b) recycling metal 
cans (Castro, Garrido, Reis, & Menezes, 2009); c) social and health behaviours (Ajzen & 
Driver, 1992; Amireault, Godin, Vohl, & Perusse, 2008; Chatzisarantis, Hagger, Wang, & 
Thogersen-Ntoumani, 2009; Jackson, Smith, & Conner, 2003); d) energy conservation 
(Arkesteijn, 2005; Costanzo, Archer, Aronson, & Pettigrew, 1986); e) perceived mobility 
necessities (Haustein & Hunecke, 2007); f) pro-environmental behaviours (Bamberg & 
Möser, 2007; Duerden & Witt, 2010); g) use of public transport (de Groot & Steg, 2007); h) 
environmental concern reducing energy and water consumption (Fielding, McDonald, & 
Louis, 2008; Satoshi, 2006); and i) garbage reduction (Satoshi, 2006). Although 
generalisation in this theory is difficult to achieve, it is still a favoured framework to study 
intentions and behaviours because it has predictive power (Ajzen, 2001, 2011; Sheppard, 
1988).  
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TPB is an extension of the Theory of Reasoned Action (TRA) that is considered by Decorp 
(2008) to be a classic theory which sees the individual as a problem solver. The seed of this 
theory is the ‘expectancy-value model of attitude’ which evaluates the combination of the 
perceived likelihood that performance of a behaviour will lead to a particular outcome and 
the perceived value of that outcome (Conner & Armitage, 1998). The TRA suggests that 
attitudes towards a specific behaviour together with the way others influence behaviour (i.e., 
subjective norms) can predict intentions (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975). 
However, the TRA does not take into consideration that sometimes there are factors that 
impede behaviour. In order to adjust this scenario, the TPB was developed. This theory added 
the construct of perceived behavioural control in an attempt to deal with situations in which 
people may lack complete volitional control over the behaviour of interest (Ajzen, 2002).   
In brief, TPB proposes that intention is predicted by attitudinal beliefs, social reference 
(subjective norms) and constraints (behavioural control). In this theory, attitude refers to 
whether the person is in favour of doing something. Subjective norm refers to how much the 
person feels social pressure to carry out the action, while behavioural control refers to 
whether the person feels in control of the action in question (Francis et al., 2004). The 
framework suggests that both intention to participate and actual participation in an activity 
depend on the strength of attitudes, subjective norms and level of behavioural control over 
the perceived performance. According to this theory, an individual’s behavioural control over 
the performance of the behaviour is the main variable that contributes to bridging the gap 
between intention and behaviour. In response to this framework, many studies have emerged 
focusing on constraints as one of the main variables to explain behaviour. 
Although this theory has many advantages, some drawbacks do need to be considered. This 
theory works well on occasions where reason plays an important role in decision making 
(Ajzen, 2011; Noar, 2005; Rivis, Sheeran, & Armitage, 2009), and when there is a strong link 
between intentions and behaviours (Ajzen, 2011; Barr, 2004; Noar, 2005; Rivis et al., 2009; 
Sutton, 1998). However, in environmentally responsible behaviours, cognitive and affective 
elements are nearly inseparable (Heimlich & Ardoin, 2008; Pooley & O’Connor, 2000), and 
behaviours do not always follow intentions (Ballantyne & Packer, 2011; Brown, Ham, & 
Hughes, 2010; Hughes, 2012; Juvan & Dolnicar, 2013; Kollmuss & Agyeman, 2002; 
McDonald et al., 2012; McKercher et al., 2010; McKercher & Tse, 2012; Stern, 2000). For 
example, Oskamp, Burkhardt, Schultz, Hurin, and Zelezny (1998), in a review of 41 
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empirical recycling studies in the local community context, identified nine other independent 
variables in addition to previous recycling knowledge to explain the frequency of recycling 
activities and the quantity of material recycled per participant. The independent variables 
were education, income, total number of individuals in the household, general environmental 
concern, community attachment, and four specific motivational factors: 1) benefits of 
recycling; 2) personal convenience; 3) external pressure; and 4) financial motives. The 
analysis showed that the perceived benefits of recycling contribute most to explaining the 
frequency of recycling, and that environmental concern and previous recycling knowledge 
are the best predictors of the quantity of material recycled. Hence, this study found that 
perceived benefits and barriers are potentially important intervening factors that influence on-
site environmentally responsible behaviours. Similarly, literature on promoting alternative 
means of transport to date has concentrated on people’s perceptions about their mobility 
needs, and on ways to reduce people’s perceived barriers to using pro-environmental 
transport (Gardner & Abraham, 2010). These studies have shown that perceived 
inconvenience is the main disincentive preventing selection of a pro-environmental method 
of transport (de Groot & Steg, 2007; Gardner & Abraham, 2010; Haustein & Hunecke, 2007).  
Exceptions are those studies that concluded that people opt for green transport methods 
because these decisions are more consistent with their values and beliefs (de Groot & Steg, 
2007; Gardner & Abraham, 2010; Kahan, 2007). Although transport behaviour is beyond the 
scope of the current research, these studies have suggested that external intervening factors 
should be taken into consideration when studying environmentally responsible actual 
behaviours.  
Community-Based Social Marketing (CBSM) Theory (McKenzie-Mohr & Smith, 1999) 
suggests that the link between intentions and behaviours may be affected by perceived 
barriers to and by perceived benefits from specific environmentally responsible behaviours. 
Once these perceptions are identified, support can be provided via strategies such as prompts 
or incentives to help people act on their environmentally responsible intentions. In other 
words, this theory suggests that there are factors that influence behaviours other than those 
suggested by classic approaches such as TPB. The present research thus drew more from 
CBSM Theory than TPB in developing its conceptual framework.     
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Community-Based Social Marketing Theory 
CBSM theory draws on research in social psychology which indicates that environmental 
initiatives are often more effective when they involve direct contact with people. CBSM 
theory relies on the social marketing process, which is defined as a program-planning activity 
that applies commercial marketing concepts and techniques to promote voluntary behavioural 
change (Andreasen, 2002; Grier & Bryant, 2005). Prior research in evaluating the 
effectiveness of this application has demonstrated that people can be influenced by marketing 
campaigns to change unacceptable behaviours such as smoking (Lefebvre 1996; Lefebvre, 
2000), drinking alcohol (Grier & Bryant, 2005), drugs consumption (Black & Smith, 1994), 
excessive consumption (Gilani nia & Sharif, 2011), or environmentally irresponsible 
behaviours (McKenzie-Mohr, 1994; Slater, Kelly, & Edwards, 2000). Probably one of the 
most popular approaches to conducting these campaigns is based on attitudes and behavioural 
intentions. However, recent research has observed that attempting to change behaviours by 
tackling people’s beliefs and intentions might be ineffective and that more integrated 
approaches are needed (Agyeman & Angus, 2003; Verplanken & Wood, 2006).   
CBSM theory proposes that managers should examine the barriers and benefits that 
individuals perceive regarding specific environmentally responsible behaviours, and use a 
range of CBSM strategies such as prompts, incentives, feedback, social support, commitment 
and rewards to minimise these barriers and highlight the benefits. Using a combination of 
such strategies, managers can promote environmentally responsible behaviours in a specific 
target population (McKenzie-Mohr & Smith, 1999). Thus, CBSM recognises that positive 
intentions do not automatically lead to the desired behaviours, and that individuals need to be 
supported through this process (see Figure 1 for a graphic representation of this theory). 
CBSM theory argues that people fail to adopt environmentally responsible behaviours for at 
least one of three reasons. The first is that individuals are unaware of environmentally 
responsible behaviours and the benefits that are associated with them. The second is that they 
perceive barriers associated with adopting a particular behaviour. The third is that they 
believe that their current behaviour is acceptable and does not need to change (McKenzie-
Mohr, 2000b). 
 
41 
 
Figure 1 Community-Based Social Marketing Theory 
 
 
 
 
 
 
 
CBSM theory also suggests that managers may fail to encourage specific environmentally 
responsible behaviours because their strategies and messages are too general. This theory 
views each environmentally responsible behaviour as a separate entity, and states that the 
perceived barriers and benefits associated with each behaviour need to be identified.  
Management can then increase individuals’ participation in that environmentally responsible 
behaviour by designing persuasive messages that simultaneously increase the perceived 
benefits of the target behaviour and decrease the perceived barriers.  
McKenzie-Mohr and Smith (1999) classified perceived barriers and benefits as internal or 
external to the individual. Internal barriers include: a) lack of environmentally responsible 
knowledge; b) negative attitude towards environmental issues; c) lack of ability to perform 
the pro-environmental behaviour; d) perceived social influence; and e) perceived control over 
the performance of the behaviour. External barriers include: a) economic factors; and b) 
institutional factors (i.e., insufficient infrastructure for waste management, lack of alternative 
transport, and lack of adequate means of garbage collection). Internal perceived benefits 
include: a) time with family; b) personal satisfaction; and c) social acceptance perception. 
External benefits include: a) environmental benefit; b) economic factors (e.g., saving money 
due to reduced water consumption); and c) improving health conditions. Although they 
provided these classifications, McKenzie-Mohr and Smith suggested that as part of the basis 
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for a CBSM plan the identification of people’s perceived barriers and benefits in a specific 
context is vital in order to engage them in environmentally responsible behaviours.  
In order to create environmentally responsible behavioural strategies, McKenzie-Mohr and 
Smith (1999) recommended that managers identify the barriers and benefits that individuals 
perceive regarding each of the environmentally responsible behaviours they wish to promote, 
that is, target behaviours. In addition, managers should identify the individuals’ alternatives if 
they do not choose the environmentally responsible behaviours that are promoted, that is, the 
competing behaviours. Decreasing the perceived barriers to the target behaviour and/ or 
increasing the perceived barriers to the competing behaviour contributes to influencing 
intentions and subsequent behaviours. When these barriers have been identified, managers 
then need to answer the following three questions (McKenzie-Mohr & Smith, 1999, p. 3): 1) 
What behaviour(s) should be promoted? (e.g., recycling, using alternative   transport); 2) 
Who should the program address or target?  (e.g., event attendees, residents); and 3) What 
conditions will an individual deal with in deciding to adopt a new behaviour? (e.g., apathy, 
inconvenience). 
McKenzie-Mohr and Smith (1999) noted that the perceived barriers and benefits should not 
be assumed but explored in each new context. Supporters of CBSM theory have confirmed 
the importance of strategies such as prompts, feedback, social support and public 
commitment as key drivers that foster behavioural change. Some examples of studies that 
support this view are: 1) recycling and purchasing items with minimal packaging (Cole & 
Fieselman, 2013; Haldeman & Turner, 2009; Hughes, 2012); 2) turning off unnecessary 
heating or cooling (Kaiser & Schultz, 2009; Niemeyer, 2010; Petersen, Shunturov, Janda, 
Platt, & Weinberger, 2007); 3) using public transport instead of private vehicles (Grob, 1995; 
Stein, 2004); and 4) water conservation (Beal, Stewart, & Fielding, 2013).  
Although CBSM theory is gaining popularity among social marketing managers as a 
framework for fostering responsible behaviours, it also has its critics. Some have argued that 
social behavioural change occurs mainly due to collaboration among society, managers, 
political leadership and legislative changes rather than because of isolated marketing 
campaigns (Lefebvre, 2009; Perez-Mujica, Duncan, & Bossomaier, 2014; Robinson, 2009). 
Perez-Mujica et al. (2014) observed that an important disadvantage of CBSM theory is its 
focus on predicting a result rather than on learning from the context of the study. Another 
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critique of CBSM theory relates to its emphasis on the individual rather than on the social 
context (Robinson, 2009). 
Advocates of CBSM theory, on the other hand, observe that it provides an alternative option 
to conventional campaigns, moving from an informative to a more pro-active campaign 
(Kollmuss & Aygman, 2002; Kennedy, 2010; Keller, 2014). Others argue that although 
behavioural change may not occur with a single marketing effort, this effort is more 
influential when segmented groups are targeted (Keller, Vega-Lopez, Ainsworth, Nagle-
Williams, Records, Permana & Coonrod, 2014). Kennedy (2010), observes that relying only 
on legislative changes without the addressing people’s willingness to comply may not be 
optimal behavioural change strategy. Hence, CBSM theory has the ability to manage pro- 
environmental individual behaviour through a whole-systems approach of identifying the 
benefits of behaving responsibly and overcoming the barriers to change, using prompts, 
incentives, and ongoing feedback and assessment. From the point of view of the current 
research, the main advantage of using CBSM as a framework is that it suggests that both 
external and internal factors are potential variables that influence the step between 
environmentally responsible behavioural intentions and subsequent behaviours. This allows 
managers to create specific strategies in a more pragmatic way, as they consider both types of 
factors to be influential on the final behaviours rather than assuming that behavioural 
intentions will be followed by actual behaviours. This consideration assists managers in 
identifying the major factors that influence the desired behaviours. Another advantage of 
using this theory in the present research is that it has been applied in the context of events, for 
example, German Fest, Winnipeg Folk Fest, Milwaukee Irish Fest and Edmonton Festival 
(Community-based social marketing website, 2012).  
Therefore, the current research draws on the main advantages of the CBSM theory but also 
includes other theoretical constructs, particularly in relation to psychographic and social 
factors that have been found by previous research to influence event attendees’ behaviours 
and/or environmentally responsible behaviours. The following section reviews these 
theoretical constructs.  
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2.4.3 Other Relevant Theoretical Constructs 
Prior research has suggested that environmental attitudes, pro-environmental predisposition, 
place attachment and self-identity as environmentally responsible are relevant constructs that 
have been associated with environmentally responsible behavioural intentions.  
Environmental attitudes 
Environmental attitude is defined as “the collection of beliefs, affect, and behavioural 
intentions a person holds regarding environmentally related activities or issues” (Schultz et 
al., 2004, p 31). Attitudes have frequently been studied as a predictor of behaviour. However 
there is still controversy, with some researchers finding that attitudes have a weak or no 
contribution to predicting behaviours, while others find a strong correlation between them 
(Ajzen, 2001; Ajzen & Fishbein, 2000; Balderjahn, 1988; Bamberg, Ajzen, & Schmidt, 2003; 
Berenguer, Corraliza, & Martín, 2005; De Oliver, 1999; Ewert, Place, & Sibthorp, 2005; 
Grob, 1995; Huffman, Van Der Werff, Henning, & Watrous-Rodriguez, 2014; Lukas & Ross, 
2005; McKenzie-Mohr & Smith, 1999; Milfont & Duckitt, 2004). Thus, in the current 
research it was considered important to test environmental attitudes as a possible influence on 
environmentally responsible intentions and behaviours.  
Pro-environmental predisposition 
Another important factor that contributes to people’s commitment to environmentally 
responsible behaviours is their desire or previous tendency to engage with such activities on a 
daily basis. Previous behaviours are stored in memory and can be retrieved with or without 
cognitive effort (Ajzen & Fishbein, 2000). However, Bamberg, Ajzen, and Shmidt (2003) 
warned that previous behaviours are not always good predictors of subsequent behaviours, 
and emphasised that unstable circumstances can impede a later action.  
Regarding pro-environmental attitudes and previous behaviours, Mair and Laing’s (2013) 
research into the role of sustainable events as learning spaces that foster pro-environmental 
behavioural change showed that green events attract people who are already committed to the 
environment. Further, the green event theme supports the process of change, mainly for those 
people who are already interested in pro-environmental issues. Ballantyne, Packer, and Falk’s 
(2011) study showed that previous high commitment to environmental advocacy behaviours 
is a strong predictor of long-term behavioural change as a result of a wildlife tourism 
experience. Milfont and Duckitt (2010) similarly suggested that people who evaluate the 
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natural environment with some degree of favour and actively participate in these activities are 
more likely to engage in conservation behaviours and tend to be more consistent in their 
behaviours. Hence, these suggestions about previous engagement in pro-environmental 
behaviours were tested in the current research.  
Self-identity as environmentally responsible 
Personal or self-identity is defined as “who or what an individual is” and refers to the 
personal and unique conceptions or characteristics of the person (e.g., a kind person or nice 
person) (Twigger-Ross, Bonaiuto, & Breakwell, 2003, p 203). However, identity also 
involves affiliation in social groups (e.g., a woman or a Catholic) (Stryker & Burke, 2000; 
Twigger-Ross et al., 2003). Psychological identity theories such as social identity theory, 
identity process theory and place identity theory are based on individuals’ perceptions of their 
personal and unique characteristics as well as their membership in a group or place where 
they belong (Twigger-Ross et al., 2003). According to Twigger-Ross et al., these theories 
have their origin in Mead’s work ‘Mind, Self and Society’ (1934) which stated that “mind 
and self are essentially social and that consciousness of the ‘self’ awakens as a function of 
social behaviour as well as being a function of evolutionary adaptation” (p. 204). This 
suggests that a person creates his/her identity in a dynamic interaction with social influences. 
Social identity theory suggests that self-identity may be an important predictor of behavioural 
intentions (Biddle, Bank, & Slavings, 1987; Callero, 1985; Sparks & Shepherd, 1992; Stryker 
& Burke, 2000; Terry, Hogg, & White, 1999; Whitmarsh & O'Neill, 2010). Identity process 
theory argues that identity is influenced by social processes that include, for example, 
education, marketing and persuasion (Twigger-Ross et al., 2003). As a consequence, 
individuals will look for strategies to re-affirm their identity if they feel it is threatened. 
According to Twigger-Ross et al. (1999), these strategies can be carried out at intra-psychic, 
interpersonal and group/intergroup levels. The authors provided an example of 
group/intergroup influence when they examined the role of self-identity and social identity in 
predicting intention to engage in household recycling. Their results showed that self-identity 
significantly predicts behavioural intentions. Interestingly, they found that this relationship 
does not depend on the extent to which the behaviours have been performed in the past. 
Similarly, for participants who identify strongly with their social group, the perceived norm 
of the reference group predicts behavioural intentions. Although Twigger-Ross et al.’s study 
was conducted within a local community setting, it does highlight the possibility that those 
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who identify with a reference community whose norms encourage or support 
environmentally responsible behaviours are likely to also express responsible behavioural 
intentions. This finding converges with the events literature discussed in Section 2.3.1, which 
highlights self-identity as an important predictor of behaviours. No extant studies, however, 
have clarified the influence of self-identity on attendees’ on-site eco-friendly behaviours. 
Hence, the current research examined this possible relationship.  
Place attachment  
Place attachment is defined as a person’s emotional bond with a place (Halpenny, 2010; 
Hixson et al., 2011). The definition of place attachment acknowledges physical spaces as 
being meaningful in human experience, that is, viewing these spaces as ‘places’ (Giuliani, 
2003; Relph, 1983; Tuan, 1974) with which people form emotional bonds (Giuliani, 2003; 
Halpenny, 2010; Kyle, Graefe, Manning, & Bacon, 2004; Lee, 2011; Ramkissoon, Smith, & 
Weiler, 2012; Ramkissoon, Smith, & Weiler, 2013; Vaske & Kobrin, 2001). In the field of 
environmental psychology, place attachment has traditionally been characterised as having 
three sub-dimensions: functional, cognitive and affective (Halpenny, 2010). The functional 
dimension refers to ‘place dependence’ which is determined by the characteristics of a 
particular place compared with the characteristics of alternative places (Vaske & Kobrin, 
2001). The cognitive dimension refers to ‘place identity’, which is the connection between an 
individual and a particular setting in terms of how much the individual perceives that the 
place contributes toward affirming her/his self-identity (Vaske & Kobrin, 2001; Halpenny, 
2010).  Additionally, the affective dimension refers to the emotions and feelings of an 
individual towards a particular place (Halpenny, 2010). Other authors have also observed that 
people use places to protect and enhance their self-identity (Proshansky, 1978; Proshansky, 
Fabian, & Kaminoff, 1983), belongingness (Hammitt, Backlund, & Bixler, 2004; Wakefield, 
Elliott, Cole, & Eyles, 2001), social bonding (Hammitt et al., 2004; Lee, 2011; Ramkissoon, 
Smith, & Weiler, 2013), or cultural connections (Hay, 1998; Lewicka, 2005). Studies in the 
context of tourism and leisure have suggested that a fourth dimension of place attachment 
exists, that is, ‘social bonding’ which reflects the interpersonal bonds that individuals create 
to a particular place (Lee, 2011; Ramkissoon, Smith, & Weiler, 2012; Ramkissoon, Smith, & 
Weiler, 2013). 
Place attachment has been highlighted as an important predictor of environmentally 
responsible behavioural intentions (Halpenny, 2010; Lee, 2011; Tonge, Ryan, Moore, & 
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Beckley, 2014; Vaske & Kobrin, 2001). Research in environmental psychology has used the 
theory of attachment as a basis from which to explore the role of the affective bonds that 
individuals develop with their physical environment. For example, Tonge et al.’s (2014) 
study found that place identity directly affects visitors’ on-site as well as off-site pro-
environmental actions to conserve a marine park in Australia. Lee’s (2011) research showed 
that place attachment in relation to a nature-based attraction significantly and directly affects 
conservation commitment, and indirectly affects tourists’ behavioural intentions to behave in 
a more pro-environmental way. Vaske and Kobrin (2010) found that visitors’ perceived place 
attachment in relation to a natural local park setting is associated with their intentions to 
behave in more environmentally responsible ways during their everyday life. Halpenny 
(2010) supported this finding, but also found that visitors’ place attachment to a national park 
has the capability to predict not only their pro-environmental intentions with respect to the 
national park under study, but also their pro-environmental behavioural intentions at any 
national park. In addition, Kyle, Graefe, Manning, and Bacon’s (2004) findings showed that 
hikers who report a high level of place attachment to a natural attraction on the Appalachian 
Trail increase their awareness of the negative environmental conditions of that place. Hence, 
the current research examined the role of place attachment as a predictor of attendees’ on-site 
environmentally responsible behaviours.  
Perception of the festival as environmentally responsible 
An important contribution of this study is the exploration of the extent to which the 
perception of attending an eco-friendly event influences attendees’ on-site environmentally 
responsible behaviours. As there has been no previous research on this, a measurement of 
attendees’ perception of the festival as green was included in the pre-visit online 
questionnaire. The assumption that attendees experience a sense of involvement when the 
event is connected to important values that they share, such as environmental sustainability, 
is what  it is known so far from literature on sustainable events (Richardson, 2009). However, 
this conjecture has been mainly explored from a marketing perspective, i.e., it is likely that 
attendees who perceive themselves as environmentally responsible may be more attracted to 
buy a ticket for sustainable events than attendees who do not perceive themselves as pro-
environmental (Mair & Laing, 2013). This view could be supported by the marketing 
argument that consumers attach diverse degrees of symbolism and values to their purchases 
(Richardson, Eilertsen & Kenyon, 2007). This means that attendees seen as consumers are 
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more likely to buy a ticket for an event that supports their core values and it is meaningful for 
them.  
2.5 Environmentally Responsible Behaviours in Tourism and Leisure 
Contexts 
This section discusses research in the contexts of tourism and leisure with a particular 
emphasis on previous research regarding the factors that influence visitors’ on-site 
environmentally responsible behaviours. 
2.5.1 Introduction to Environmental Sustainability in Tourism and Leisure 
Contexts 
Environmental sustainability is important in tourism and leisure contexts because they 
produce high levels of pollution and excessive use of energy and water, and this needs to be 
controlled. Methods for estimating the environmental effects of tourism consumption have 
revealed that visitors’ pollution is greater when travelling than when they are at home 
(Collins, Munday, & Roberts, 2012). It is known that in general the tourism sector generates 
approximately 5% of global carbon emissions (UNWTO, 2010). Consequently, both large 
multinational chains and small to medium local businesses are interested in measuring their 
environmental impacts (Byggeth, 2001). A study by Collins et al. (2012) which examined the 
environmental effects of tourism consumption in the context of the UK stages of the 2007 
Tour de France found that visitors’ carbon footprint was 57,990 global hectares. This carbon 
footprint was based on visitors’ travel to the event, from the event and during the event , food 
and drink consumption at the event, and energy used in overnight accommodation. For 
comparative purposes, the study also estimated the visitors’ carbon footprint at their home 
location. Results identified that the total carbon footprint of an average visitor attending the 
event was about 2.2 times greater than if they had stayed in their homes. As a consequence of 
these environmental impacts caused by visitors, environmental issues have been given special 
attention in the global and national agenda of tourism organisations.   
Both international organisations such as the United Nations World Tourism Organisation 
(UNWTO) and national entities such as Tourism Australia (TA) promote environmentally 
sustainable programs. One of the main reasons that tourism organisations apply for these 
programs, which are often linked to CSR activities, is to return a social benefit to their host 
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community (UNWTO, 2010). This social benefit may include community development and 
civic pride (Dwyer, Forsyth, & Spurr, 2006). Social responsibility, however, is not the only 
motive for tourism organisations to participate in environmentally sustainable programs. 
These programs can contribute to an increase in the organisation’s value (Piercy & Lane, 
2009), including its profitability (Dolnicar, 2004, 2006), and social and environmental capital 
(Savitz & Weber, 2006). However, there is also a need to encourage visitors to participate in 
these programs. 
Visitors’ commitment to participate in pro-environmental behaviours is important to control 
the negative environmental impacts of tourism and the events sector. Environmentally 
responsible behaviours are especially relevant in tourist destinations and events that are held 
in natural or protected areas. As these places are particularly vulnerable to visitors’ 
environmental impacts, there is a need to implement pro-environmental initiatives that 
encourage visitors to become personally involved in on-site environmentally responsible 
behaviours (Wackernagel & Rees, 1996). Therefore, the next section will discuss extant 
literature on environmentally responsible behaviours in the nature-based tourism context. 
2.5.2 Environmentally Responsible Behaviours and Nature-based Tourism 
Nature-based tourism is the current name applied to tourism in natural areas. This field of 
research is relevant to the present study because many music festivals are situated in natural 
areas. Nature-based tourism is varied and does not necessarily imply responsible travel or 
conservation of the environment (Buckley, Pickering, & Weaver, 2003). Examples of 
different contexts studied in nature-based tourism from the perspective of an environmentally 
responsible approach are:  
a) National parks (Brown et al., 2010; Davenport, Borrie, Freimund, & Manning, 
2002; Halpenny, 2010; Puhakka, 2010);  
b) Zoos (Ballantyne, Packer, Hughes, & Dierking, 2007; Fraser, 2010; Lukas & Ross, 
2005; Smith, Ham, & Weiler, 2011; Swanagan, 2000);  
c) Aquariums (Ballantyne et al., 2007; Fraser, Gruber, & Condon, 2007; Hall, 1992; 
Kemmerly & Macfarlane, 2009; Mann & Vernon, 2013); 
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d) Wild-life watching (Ballantyne, Packer, & Falk, 2011; Ballantyne, Packer, & 
Hughes, 2009; Ballantyne, Packer, & Sutherland, 2011; Smith et al., 2011); and   
e)  Heritage places (Brown, 1999; Uriely, Israeli, & Reichel, 2002).  
Some nature-based tourism studies in different contexts have been approached from the view 
that the interaction between tourists and nature can influence changes in tourists’ daily 
environmentally responsible behaviours at home (Ballantyne et al., 2009; Ballantyne et al., 
2007). Others have focussed more specifically on visitors’ on-site participation in 
environmentally responsible behaviours while visiting nature-based attractions (Brown et al., 
2010). These studies converge on the idea that visitors’ emotional encounters with nature 
influence their environmentally responsible behaviours (Ballantyne, Packer, & Sutherland, 
2011; Kals, Shumacher, & Montada, 1999). Such nature-based studies reinforce the view that 
affective factors should not be neglected, as they are a potentially important element in 
influencing environmentally responsible behaviours. 
Studies in the context of wildlife tourism experiences have found that being in contact with 
nature has a positive impact on tourists in terms of: a) awareness (Hughes, 2012; Kemmerly 
& Macfarlane, 2009); b) actions in relation to specific wildlife they encounter (Ballantyne, 
Packer, & Falk, 2011; Smith, Broad, & Weiler, 2008); c) actions in relation to the 
environment in general (Ballantyne et al., 2009; Dolnicar, Crouch, & Long, 2008); and d) the 
practice of on-site environmentally responsible behaviours while visiting the nature-based 
attraction (Moscardo & Pearce, 1986; Brown, Ham, & Hughes, 1999).  
Some evidence exists that people are less likely to engage in pro-environmental behaviours 
when they are on holidays (Brown et al., 2010; Dolnicar & Grün, 2009). For example, 
Dolnicar and Grün’s research suggested that people feel more responsible for the 
environment where they live and are willing to maintain a good living environment in their 
immediate surroundings, but they do not feel obliged to behave in the same way on vacation. 
The reasons may be that people consider their holiday time should be self-focussed and free 
of responsibilities, or that the infrastructure is not available in the vacation environment to 
enable them to fulfil their usual levels of environmental responsibility.  Further, Brown et 
al.’s study suggested that littering problems in protected areas are a result of the increasing 
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levels of visitation of urban people who may be more tolerant of littered spaces and expect 
that a cleaning labour force will clean up after them.  
In order to increase environmentally responsible behaviours, literature on nature-based 
tourism recommends the use of interpretive signs, presentations and activities specifically 
designed to raise visitors’ awareness of environmental matters. For instance, Moscardo and 
Pearce (1986) explored the effect of a combination of interpretation initiatives at 17 visitor 
centres in the UK. This effect was studied by exploring the relationships between 
environmental interpretation and the variables of visitor enjoyment, visitors’ information 
recall, visitor mindfulness
9
 and visitors’ own beliefs regarding how much they had learned. 
The most notable finding was a moderate correlation between visitor enjoyment and 
mindfulness. The authors concluded that visitors who are mentally stimulated by the 
combination of interpretive elements are more likely to enjoy the experience. This finding is 
encouraging as it implies that prompts and incentives designed to encourage mindfulness in 
relation to environmentally responsible behaviours at events may enhance rather than detract 
from attendees’ enjoyment of the experience.  
Some nature-based tourism studies have measured the effectiveness of interpretation 
resources in influencing visitors’ subsequent conservation behaviour. Hughes (2012)  
illustrated this in a study of wildlife tourism and post-visit support aimed at enhancing 
families’ environmentally responsible behaviours. This experimental study used CBSM 
theory to test the effectiveness of an interpretive wildlife experience and the influence of 
external factors such as prompts and feedback on families’ subsequent conservation 
behaviours. A first stage questionnaire survey explored the respondents’ levels of 
engagement on thirteen different conservation behaviours
10
. The survey also examined their 
perceptions about the benefits and barriers associated with these behaviours. The results of 
this survey have contributed to the development of a series of printed and online interpretive 
resources and support materials that are distributed to visitors after their visit to the site. The 
                                               
9 “Mindfulness is characterised by detailed attention to a task or activity and analytic processing of material 
resulting in changes in cognitive structures” (Moscardo & Pearce, 1986 p. 93). 
10
 The environmentally responsible behaviours explored were: 1) Recycling; 2) Picking up other people’s litter; 
3) Using green (non-plastic) shopping bags; 4) Talking to others about conservation issues; 5) Looking for 
environmental information on TV, in print or on the Internet; 6) Purchasing goods with minimal packaging; 7) 
Conserving energy in the home; 8) Using public transport; 9) Participating in land/water clean-up activities; 10) 
Donating money to a conservation organisation; 11) Doing volunteer work for a group that helps the 
environment; 12) Reusing containers; and 13) Composting.   
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study found that visitors who receive the post-visit resources are more likely to engage in 
environmentally responsible behaviours than those who do not receive the resources and 
support. This study demonstrated the positive influence of using external factors such as 
prompts and feedback on short-term and long-term conservation behaviours. The present 
research also explores the use of management strategies as external factors influencing 
environmentally responsible behaviours, although in this instance they are applied in the 
context of events.  
In addition to these external factors, nature-based tourism studies also suggested the need to 
include internal cognitive factors to explore environmentally responsible behaviours. This is 
illustrated in research by Brown, Ham, and Hughes (1999) carried out in a National Park in 
Tasmania. The variables in the study were the tourists’ perceived benefits related to picking 
up litter in the National Park while visiting, their attitudes towards this type of initiative, 
subjective norms and behavioural control based on TPB. The first stage used a survey with 
open-ended questions to explore the perceived benefits of visitors’ picking up their own litter 
when visiting the park. This resulted in four salient perceived benefits
11
. The second stage 
was designed to create a persuasive message using these perceived benefits and inviting 
visitors to practice this on-site behaviour. Subsequently, two experimental treatments 
measured the effectiveness of these messages. The results showed that the amount of litter 
picked up after the application of the messages was around 15%-20%. The authors concluded 
that the four salient perceived benefits positively affected actual behaviour of picking up litter 
in the park.  
To conclude this section, although some current research as outlined above is oriented toward 
studying visitors’ on-site environmentally responsible behaviours while travelling, there is 
still a need to increase knowledge about the key factors that influence on-site 
environmentally responsible behaviours in different tourism and leisure contexts such as 
events. Section 2.6 provides the conceptual framework for this current research and lists its 
main aim and objectives.   
                                               
11
 (1) ‘If I pick up rubbish from this track, I will prevent harm to wildlife and their habitat’ (behavioural belief); 
(2) ‘If I pick up rubbish from this track, I will prevent water pollution’ (behavioural belief); (3) ‘If I pick up 
rubbish from this track, I will set a good example for others’ (behavioural belief); and (4) ‘I believe that other 
track walkers who can see me think that I should pick up rubbish from this track’ (normative belief).  (Brown et 
al., 1999, p. 887) 
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2.6 Research Aim and Approach 
Based on the literature reviewed above regarding factors that are likely to influence 
environmentally responsible behaviours, the main research aim of the present study is: 
To investigate the major factors that influence event attendees’ 
engagement in environmentally responsible behaviours at music 
festivals, and thus identify novel ways to encourage on-site 
environmentally responsible behaviours among attendees.  
 
The specific objectives were: 
1.  To investigate managers’ perspectives regarding attendees’ 
engagement in on-site environmentally responsible behaviours 
at music festivals;   
2.  To identify the extent to which various psychographic 
variables
12
 influence (a) attendees’ pre-visit intentions to act in 
an environmentally responsible way, (b) attendees’ post-visit 
reports of actual behaviours, and (c) the discrepancies between 
pre-visit intentions and post-visit reports of behaviours;  
3. To identify the perceived impact of management strategies, 
benefits and barriers on attendees’ environmentally responsible 
behaviours; and 
4. To investigate the reasons underlying attendees’ engagement 
or non-engagement in on-site environmentally responsible 
behaviours at music festivals. 
To assist in achieving these aims, the present research adapted concepts from the CBSM 
theory as part of its framework to develop a better understanding of the factors that influence 
event attendees’ engagement in on-site environmentally responsible behaviours. In addition, 
the literature review on environmental psychology and attendees’ behaviours at events was 
used as a base to add other psychographic factors that may contribute to an understanding of 
pro-environmental behaviours in events settings. The current research developed the 
                                               
12 Place attachment, festival attachment, pro-environmental predisposition, environmental attitudes, self-identity 
as environmentally responsible, and attendees’ perception of the festival as green. 
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following conceptual model (Figure 2) that illustrates the hypothesised factors that influence 
event attendees’ engagement in on-site environmentally responsible behaviours. The model 
moves from left to right.  
The model proposes that the extent to which event attendees behave or do not behave in an 
environmentally responsible manner on-site can be explained by their pro-environmental 
predisposition, their self-identity as environmentally responsible, their attachment to the 
festival and its place, their attitudes towards the environment, their perceptions of the barriers 
and benefits of on-site environmentally responsible behaviours and on-site management 
strategies.  
Figure 2 Conceptual Model of Attendees’ On-site Environmentally Responsible 
Behaviours at Music Festivals 
 
 
 
 
 
 
 
 
 
 
 
The context for this study is music festivals in Australia. Three important reasons support the 
selection of this context. First, the main characteristic of these events is that they are held in 
natural spaces that are vulnerable to the negative environmental impacts on flora and fauna 
that are associated with large gatherings of people (Brooks et al., 2009). Second, there is a 
belief that these festivals add social benefits to participants in terms of psychological and 
social well-being (Ballantyne et al., 2014; Packer & Ballantyne, 2010). Finally, these 
festivals bring a positive economic impact to the host community of the surrounding areas as 
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a consequence of their attractiveness to both domestic and international tourists (Gursoy et 
al., 2004; Kim et al., 1998; Mehmetoglu, 2001; Prentice & Andersen, 2003; Thrane, 2002).  
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CHAPTER 3: METHOD 
3.1 Introduction  
The previous chapter identified the gaps in the relevant literature in terms of the major factors 
that influence event attendees’ engagement in environmentally responsible behaviours at 
music festivals, and proposed areas that need to be explored to make a contribution to the 
event management field. The current chapter provides an overview of the research design that 
supports this investigation. In brief, the present research used a mixed method design to 
achieve the objectives. The major topics detailed and justified in this chapter are: 3.2 
Paradigm Perspective; 3.3 Research Strategy; 3.4 Component 1, which includes procedure, 
participants, instrument, a data analysis overview and discussion of trustworthiness of the 
interviews with event managers; 3.5 Component 2, which contains procedure, participants, 
instrument designs, overview of data analysis, reliability and validity of the pre-visit and 
post-visit online surveys; and 3.6 Component 3 which comprises procedure, participants, 
instruments, a data analysis overview and discussion of trustworthiness of the interview data.  
3.2 Paradigm Perspective 
According to Punch (2005), a paradigm “is a set of assumptions about the social world, and 
about what constitutes proper techniques and topics for inquiry” (p. 27). The contemporary 
social sciences focus on various philosophical approaches. Constructivism, critical theory, 
dialectic, interpretivism, positivism, post-positivism, pragmatism, and transformative 
emancipatory are paradigms for doing research (Greene, 2007; Guba & Lincoln, 2000; 
Lincon & Guba, 1985; Tashakkori & Teddlie, 2010). These paradigms differ on their 
assumptions about the nature of reality (ontology), knowledge (epistemology), values 
(axiology), research strategies (methodology), and procedures (methods) (Azzopardi & Nash, 
2014). This study is situated within a pragmatist research stance as it focusses on real-world 
practice. It attempts to identify the major factors that influence attendees’ engagement in 
environmentally responsible behaviours, as well as to find new practices to convince 
attendees to act more responsibly towards the environment at music festivals.  
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A pragmatist philosophical position is problem-centred and allows different methods to be 
employed that might be thought divergent in other circumstances (Azzopardi & Nash, 2014; 
Creswell & Plano Clark, 2011; Greene, 2007; Howe, 1988; Tashakkori & Creswell, 2008). 
Pragmatists believe that as knowledge is both objective and subjective, it is important to 
gather as many perspectives as possible (Greene, 2007; Tashakkori & Creswell, 2008; 
Teddlie & Tashakkori, 2006). From the current research perspective, human behaviour is a 
complex phenomenon that needs to be studied from holistic and integrated paradigms rather 
than those that assume the existence of one single reality (Guba & Lincoln, 2000; Azzopardi 
& Nash, 2014). This perspective supports the stance that there can be multiple realities when 
investigating social behaviours.  
The pragmatism paradigm defines the search for truth as dynamic and evolving; thus, it 
allows the construction of a research design to emerge from the research problems rather 
from a particular methodology (Creswell & Plano Clark, 2011; Tashakkori & Teddlie, 2010; 
Tashakkori & Creswell, 2008; Greene, 2007; Howe, 1988). Hence, the present study applied 
both quantitative and qualitative methods to achieve the research objectives.  
3.3 Research Approach and Design 
Scientific research is informed by logic, reason and systematic examination of evidence. 
However, the study of social sciences differs from natural and physical sciences in its level of 
predictability. As Veal (2011) notes, “people can be aware of the research being conducted 
about them and are not therefore purely passive subjects; they can react to the results of 
research and change their behaviour accordingly” (p. 5). There are three different purposes of 
research that aim to build a better understanding of social phenomena: descriptive, 
explanatory and evaluative (Denzin & Lincon, 2005; Veal, 2011). Although descriptive 
research helps in drawing a general picture of a specific phenomenon, to really advance 
knowledge and develop more accurate understanding it is necessary to provide explanation or 
evaluation about why things are as they are (Veal, 2011). This explanation or evaluation 
allows researchers to find novel alternatives to extend a current body of knowledge, fill a 
specific gap in the knowledge, and/or test theoretical frameworks.  
The research strategy used in the present research was a mixed method approach. According 
to Greene (2007), “mixed methods inquiry is an approach to investigate the social world that 
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ideally involves more than one methodological tradition and thus more than one way of 
knowing, along with more than one kind of technique for gathering, analysing, and 
representing human phenomena, all for the purpose of better understanding” (p. 20). 
Mixed method approaches are different from other designs because they integrate methods 
and determine a flexible balance between them. For instance, a research aim might be 
achieved with a dominant qualitative analysis and a supplementary quantitative analysis or 
vice versa (Greene, 2007; Morse, 1991). Depending on the research aim, the design could 
involve either a sequential or simultaneous use of methods. 
The overarching aim of this study was to identify the major factors that influence event 
attendees’ on-site engagement in environmentally responsible behaviours. This aim emerged 
from the review of literature on events and environmentally responsible behaviours in 
tourism and leisure contexts. The review revealed diverse internal and external factors that 
can influence individuals’ environmentally responsible behaviours. However, these factors 
appear to vary according to the context of the study. The event context of the present study 
was music and arts festivals. As this type of event is usually held in natural settings, the 
environmental vulnerability of such settings made it an appropriate context of study. In 
addition to this, the green event literature highlights the need for a better understanding of 
why some people engage in environmentally responsible behaviours and others do not (Laing 
& Frost, 2010). Another key aspect found in the literature was the need to investigate the 
variables that affect the gap between environmentally responsible behavioural intentions and 
actual behaviours (Hughes, 2012).  
In order to meet these needs, this study adopted a mixed method design (Caracelli & Greene, 
1997). The purpose of this method is to seek elaboration, enhancement, illustration and 
clarification of the results from one method with the results from the other method (Greene, 
Caracelli, & Graham, 1989; Greene & McClintock, 1985; Mark & Shotland, 1987; Rossman 
& Wilson, 1985). According to Greene, Caracelli, and Graham (1989), the rationale behind 
this is, “to increase the interpretability, meaningfulness, and validity of constructs and inquiry 
results by both capitalizing on inherent method strengths and counteracting inherent biases in 
methods and other sources” (p. 259).   
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The main advantage of a mixed method design is that it provides an integrated analysis, 
offering different perspectives from each method. A good balance between qualitative and 
quantitative approaches contributes to gaining a more holistic understanding of a 
phenomenon. In support of this view, Bazeley (2002), observed: “there are no statistics for 
generalising from small purposive samples and it is not possible to do fine hermeneutic 
analysis on data from a large random sample [sic]” (p.5). It can thus provide a more complete 
picture, avoiding the biases intrinsic to the use of mono-method designs (Denscombe, 2002). 
The research design used for this research included three main components
13
. A visual 
summary of the research design of the present study is illustrated in Figure 3.  
Figure 3 Research Design 
 
 
 
 
 
 
 
 
 
 
 
The aim of Component 1 was to explore managers’ perspectives regarding attendees’ 
engagement in on-site environmentally responsible behaviours at music festivals. Australian 
music festival managers were interviewed by telephone to identify the most important 
environmentally responsible behaviours on which to focus this research, and identify their 
perceptions of the factors that influence environmentally responsible behaviours to confirm 
relevant factors suggested in the literature review.  
                                               
13 The term ‘component’ was used rather than ‘stage’ because the online surveys and the on-site interviews were 
carried out simultaneously.  
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Component 2 aimed to examine the major factors that influence attendees’ environmentally 
responsible behavioural intentions and subsequent on-site environmentally responsible 
behaviours using an online (quantitative) questionnaire before (pre-visit) and after (post-visit) 
attendance at a music festival. It also explored the impact of management strategies, benefits 
and barriers on attendees’ environmentally responsible behaviours. 
Finally, component 3 aimed to explore attendees’ perspectives regarding the factors that 
influence their engagement in on-site environmentally responsible behaviours at music 
festivals, using group interviews conducted on-site at an Australian music festival. 
Component 3 was conducted concurrently with Component 2 with different research 
participants. The purpose of this qualitative component was to identify reasons why people 
behave as they do at music festivals in terms of on-site environmental issues. Although there 
would have been some advantage in conducting Component 3 after data from Component 2 
had been analysed, this was not possible within the timeframe of this study because of the 
timing of the participating music festivals.     
3.4 Component 1: Interviews with Event Managers 
3.4.1 Procedure and Participants 
The aim of this qualitative component was to investigate managers’ perspectives regarding 
attendees’ engagement in on-site environmentally responsible behaviours at music festivals in 
order to (1) ensure the practical contribution of this research, (2) focus the present research on 
the main on-site environmental behaviour issues identified by the managers, (3) identify how 
managers encourage attendees’ on-site pro-environmental behaviours during the festival, and 
(4) identify the managers’ perceptions about factors that influence attendees’ on-site 
environmentally responsible behaviours at events.  
The participants were six females and four males. All were running festivals that had been 
established for at least seven years at the time of the interviews (Table 1). Four managers 
were operating festivals in New South Wales, two in Queensland, and one each in South 
Australia, Tasmania, Victoria and Western Australia.  
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Table 1 Event Managers' and Festivals' Characteristics 
Festival 
Number 
Green- 
Non-green 
Manager’s 
Sex 
Festival 
Region 
Festival 
Opening 
Number 
of Days 
Interview 
Timing in 
minutes 
1 Green M NSW 2004 3 15 
2 Green M QLD 1987 6 15 
3 Green F WA 1992 3 30 
4 Green F QLD 2006 3 30 
5 Green M NSW 2001 3 30 
6 Green F SA 1992 4 25 
7 Non-green F TAS 1982 3 25 
8 Non-green F VIC 2007 4 15 
9 Non-green F NSW 1972 10 30 
10 Non-green M NSW 2006 2 25 
In this sample, six event managers were actively promoting their festival as green and four 
were not. However, this last cohort expressed an interest in controlling the negative 
environmental impact of their festivals. Of those who did not choose to participate, five 
mentioned that the main reason for not participating was time constraints, while two said they 
were not interested in the topic because they did not link their festival with the green 
approach. The remaining four managers who were originally approached did not answer the 
emails and there was no other way to contact them.  
As the purpose of this stage was exploratory in nature, interviews guided by a semi-structured 
instrument were used to obtain information on particular aspects of the topic. This method 
was used to introduce relevant topics and facilitate a more fluid and natural discussion in an 
effort to capture the participants’ reality rather than that of the researcher (Ponterotto, 2005).  
The interviews were conducted by phone because of its practicality to access participants 
who are situated in far places (Sturges & Hanrahan, 2004; Sweet, 2002; Tausig & Freeman, 
1988). It is less expensive (Chapple, 1999) and less labour-intensive than interviewing face to 
face in terms of collecting data.  Phone interviews also allow the participants to set the hour 
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and time according to their work availability making them feel secure of having a private 
conversation with the researcher without interrupting their work activities (Saldana, 2011). 
Furthermore, using phone interviews allows the respondent to feel comfortable answering 
questions in his/her own environment (McCoyd & Kerson, 2006; Sturges & Hanrahan, 2004) 
and permit more anonymity (Sweet, 2002; Tausig & Freeman, 1988). Phone interviews also 
decreased the social pressure as there is no physical contact between the interviewer and the 
participant that might influence the response (Flick, 2006; Marshall & Rossman, 1999; 
Walter, 2006).  
The limitations of this method of data collection, however, are acknowledged for the present 
research. These are related to the short time spent when conducting phone interviews 
compared to face to face interviews in terms of capturing the participants’ in-depth 
perception (Novick, 2008; Chapple, 1999; Creswell, 1998; Garbett & McCormack 2001; 
McCoyd & Kerson, 2006, Sturges & Hanrahan, 2004; Sweet, 2002), and the absence of 
visual cues such as physical features of the respondent, information about the environment, 
facial expressions, body language, and spoken words (Burnard, 1994; Carr & Worth, 2001; 
Creswell, 1998; Chapple, 1999; Novick, 2008; Opdenakker, 2006, Tausig & Freeman, 1988). 
Due to managers’ time constraints, participation consisted of a 15-30 minute telephone 
interview. To overcome the limited time spent during the interviews, a semi-structured guide 
was used and every question made was designed to serve some purpose toward the research 
agenda (Saldana, 2011; Burke & Miller, 2001). Moreover, the phone interviews allowed the 
ability to record the interview with the permission of the interviewee and take notes discreetly 
(Carr & Worth; Smith, 2005; Sturges & Hanrahan, 2004; Tausig & Freeman, 1988). 
Furthermore, the phone interviews were appropriate to locate managers from different 
Australian regions as it would have been expensive and time consuming to recruit managers 
in a face to face way. 
Managers’ contact details were collected where possible from festival websites and music 
festival directories. An invitation letter was sent by email to 21 music and arts festival 
managers. Of these, 10 managers agreed to participate in this research. Participants were 
provided with an executive summary of the key findings at the conclusion of the research as 
acknowledgment of their participation.  Before proceeding with the interview, managers were 
informed of the ethical approval of this research and their rights as participants. The research 
was aligned with The University of Queensland’s code of ethics in relation to the 
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confidentiality, safety and retention of the data collected, statements of authorship of the 
research, and disclosure of any potential conflicts of interest.  
The interview analysis is presented in Chapter 4, and the results are integrated with those 
from other Components in the discussion in Chapter 5.  
3.4.2 Interview Questions  
The interview consisted of three questions covering the interviewees’ perceptions of issues in 
relation to attendees’ environmentally responsible behaviours, factors that influence 
engagement in on-site environmentally responsible behaviours, and current strategies applied 
on-site to encourage environmentally responsible behaviours. Probe questions were prepared 
and used when necessary to enhance participants’ conversation. The questions are reproduced 
in Appendix A. 
3.4.3 Overview of Data Analysis   
Following the interviews, digital recordings were transcribed, data analysed, and major 
themes identified. The analysis procedure suggested by Patton (2002) was used in this 
research that was 1) participants’ responses were collected for cross-case analysis; 2) 
responses were classified according to common ideas or themes using an iterative process of 
listening and reading the transcripts; 3) common themes were described, analysed and 
interpreted; and 4) connections were made across the data and with relevant literature. The 
full analysis and discussion are presented in Chapter 4.  
3.4.4 Trustworthiness  
Member checking was used by the present research to improve trustworthiness and validate 
the interview data and the interpretations with participants (Flick, 2006; Guba & Lincoln, 
2000). Supervision of the interpretation of the results was applied to ensure procedural 
trustworthiness in the phone interviews analysis. This review included: data reduction; results 
of syntheses and identification of themes; and the relationships between the data and the 
existing literature (Flick, 2006; Guba & Lincoln, 2000). Additionally, to increase credibility, 
peer debriefing was used (Flick, 2006; Guba & Lincoln, 2000). This examination involved 
meetings with three academic advisors to disclose the researcher’s own blind spots and to 
discuss results. 
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3.5 Component 2: Attendees’ Pre-visit and Post-visit Online Surveys 
Behavioural intentions have been studied extensively in different contexts, perhaps because 
of a general belief that there is a strong link between intentions and behaviours (Ajzen, 2011; 
Noar, 2005; Rivis et al., 2009). However, the stance of this study is that in terms of 
environmentally responsible behaviours, behaviours do not always follow intentions. 
Therefore to address this issue, this study conducted online surveys at two different stages: 
behavioural intentions were measured at the pre-visit stage, and self-reported on-site 
behaviours were measured at the post-visit stage.  
The objective of the pre-visit stage online survey was to identify the extent to which place 
attachment, festival attachment, pro-environmental predisposition, environmental attitudes, 
self-identity as environmentally responsible, and attendees’ perception of the festival as green 
influence attendees’ behavioural intentions to act in an environmentally responsible way. The 
objective of the post-visit stage survey was to compare attendees’ on-site environmentally 
responsible behavioural intentions and actual behaviours, to identify the extent to which 
festival strategies and the benefits and barriers perceived by attendees influence attendees’ 
on-site environmentally responsible behaviours, and the extent to which festival attachment, 
place attachment, pro-environmental predisposition, environmental attitudes, self-identity as 
environmentally responsible, attendees’ perception of the festival as green and behavioural 
intentions influence actual behaviours.  
The following sections will describe the procedure, participants, instrument design and an 
overview of the analysis for Component 2.  
3.5.1 Procedure and Participants 
As this study aimed to develop a better understanding of a diverse range of environmentally 
responsible behaviours at music festivals, this research opted for a survey method. Survey 
methods provide a numeric description of specific population characteristics, beliefs and 
behaviours (Walliman, 2006; Walter, 2006). This type of method was selected because it is a 
means for testing theories by examining the relationship between variables which can be 
measured and analysed using statistical techniques (Creswell, 2009). The survey method 
made possible the measurement of social phenomena in a quantitative way to examine the 
major variables that influence attendees’ on-site environmentally responsible behaviours 
using statistical analysis. Additionally, surveying was less expensive and less labour-
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intensive than interviewing in terms of collecting data (Nardi, 2006; Veal, 2011; Walliman, 
2006). Despite these positive characteristics, however, there were also some limitations to 
this method of data collection.      
Some limitations of surveying are those related to durability and controllability. In terms of 
durability, as survey data are collected at specific times the data becomes outdated at a certain 
point (Walliman, 2006; Walter, 2006). Another limitation is the lack of congruence in what 
people report and what they actually do (Veal, 2006).  Furthermore, if the survey method is 
applied via conventional mail, email or online, the response rate can be low and thus affect 
the generalisability of the results (Creswell, 2009).  
The main instrument of the survey method is the questionnaire (Walliman, 2006). In the 
present study an online questionnaire was used. Its design included only those items that 
accomplished the purpose of this study (Veal, 2006); therefore, every question was linked to 
the research questions and aims of the study. The questionnaire was based on past studies that 
measured the variables of interest.  
Overview of instrument design 
The pre-visit questionnaire was designed to identify the extent to which place attachment, 
festival attachment, pro-environmental predisposition, environmental attitudes, self-identity 
as environmentally responsible, and attendees’ perception of the festival as green influence 
attendees’ behavioural intentions to act in an environmentally responsible way. To address 
this, 10 sections were included in the questionnaire (Table 8). The scales used were taken 
from prior research with the exception of festival attachment, which was adapted from the 
place attachment scales. The composition of the scales’ instrument as well as their reliability 
and validity tests are mentioned in sections 3.5.2 and 3.5.3. 
The post-visit questionnaire was distributed after the participants’ visits to the music festivals 
that they specified in the pre-visit questionnaire. This questionnaire enabled participants’ 
behavioural intentions and their subsequent behaviours to be compared. Additionally, this 
stage aimed to identify the perceived role of management strategies, benefits and barriers in 
attendees’ on-site environmentally responsible behaviours.  
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Pilot test of instruments 
The pre- and post- visit questionnaires and their distribution procedure were first tested at a 
three day local green music festival.  A total of 19 pre-visit and 7 post-visit questionnaires 
were completed. This first test was used to identify the perceived benefits and barriers to 
behave responsibly at festivals through open-ended questions, and to perfect scales item 
options such as changing ‘not at all likely’ – ‘extremely likely’ to ‘agree’ – ‘disagree’ 
statements.  
A further pre- and post-visit pilot was conducted at The University of Queensland. Paper-
based questionnaires were distributed and collected during five days within the UQ 
community. Respondents were mainly students who were planning to attend a music festival 
within the next six months. Participants were asked to record the music festival they planned 
to attend and to base their further responses on this particular festival. At the end of this 
questionnaire an email address was requested to enable testing of the post-visit questionnaire.   
A total of 99 usable pre-visit questionnaires were gathered and of these, 37 provided email 
addresses for a second round of information. The pre-visit pilot was useful in testing the 
scales used to measure the major predictor variables of the model. However, for the post-visit 
pilot only nine of the 37 participants answered the survey in spite of a number of email 
reminders being sent. Regardless of this low response rate, this pilot was useful to: (1) justify 
the need to provide an incentive (as there was none for this pilot), (2) analyse and select the 
appropriate scales for the independent variables, (3) confirm the perceived barriers and 
benefits related to on-site environmentally responsible behaviours from the first test carried 
out at the music festival, and (4) correct scales where the labels were difficult for participants 
to answer.  
Responses from the pilot study were used to inform the design of the pre-visit and post-visit 
instruments, which are described in detail in sections 3.5.2 and 3.5.3. The changes made to 
the final instruments as a result of the pilot test are located in Appendix F. 
Online distribution of questionnaires 
The online method of delivering the questionnaire enabled it to be linked to a specific 
database where the respondents’ answers were stored as they were being entered. This 
database was directly loaded into data analysis software, which saved time and money and 
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reduced errors with regard to the data entry process. Qualtrics online survey software was 
used to build and distribute the questionnaires.  
One disadvantage attributed to using an online questionnaire is the possibility of a low return 
rate (Mitchell & Jolley, 2007). As there was no personal contact with participants when they 
were invited to respond to the survey, this might have influenced the respondents’ decision 
on whether or not to answer. However, studies that have used this method minimised this 
possibility by applying incentives to encourage participation (Trussell & Lavrakas, 2004; 
Zagorsky & Rhoton, 2008). Another disadvantage considered in this research was that the 
sample might not be representative of the population (Mitchell & Jolley, 2007), as the study 
was limited to those who have computer and Internet access. However, this situation was not 
considered to be a major disadvantage in the present study, as most of the music festival 
attendees were likely to have Internet access because this is the main contact and promotion 
medium used by the festivals. Although there were some disadvantages to this method of data 
collection, these were outweighed by the advantages that made online questionnaires the 
most suitable method to be applied in the present study.  
There are several advantages to collecting data using a self-administered online 
questionnaire. Firstly, it can be distributed to a large number of people without geographical 
limitations, thus decreasing costs and yielding a faster response time (Mitchell & Jolley, 
2007; Nardi, 2006). As a result, instead of limiting the research to one event as a case study, 
the online self-administered questionnaire in this study allowed a greater variety of festivals 
and respondents to be included. Secondly, in this research it was possible to monitor the 
answers at any time because the responses were instantaneous. And finally, in terms of 
possible bias, this type of questionnaire allows anonymity and is less influenced by external 
factors such as the interviewer or the festival experience (Mitchell & Jolley, 2007). As the 
success of a questionnaire depends on the voluntary cooperation of the respondents, the 
present research used a number of strategies. These involved introducing the purpose of the 
study as well as the ethical considerations written in the front page of the survey before 
asking the participants’ consent to respond the questionnaire. In the same front page, 
participants were advised about the incentives offered for those who submitted fully 
completed questionnaires. These incentives were the invitation to enter into a draw for an 
iPad with Retina display, 16 Wi-Fi, valuated at approximately AU $500 for the pre-visit 
survey; and an iPod nano 16 GB, valued at approximately AU $170 for the post-visit. 
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Another strategy was to design a questionnaire that was easy to complete. This was achieved 
through multiple pilot tests and peer reviewed tests with three senior researchers. 
Furthermore, participants’ attention was drawn via cooperation with various festival websites, 
contacts and social networks such as Facebook and Twitter. These strategies made it possible 
to achieve the target number of responses in a timely and cost-efficient manner.  
Sampling and data Collection 
Sampling is the process of selecting a section of the population of interest for research 
purposes. The present study used a non-probability sampling technique because of the 
indeterminable sampling frame of the population. In the framework of this study the target 
population was event attendees who had the intention to visit a music festival in the next six 
months (between December 2012 and May 2013) in Australia. Hence, the size of this target 
population could not be determined definitively because the access to this data is not 
available. Therefore, this sampling technique does not claim to statistically represent the 
entire population (Hair, Money, Samouel, & Page, 2007; Thompson, 1992); hence, this was a 
limitation of this current study. One of the sampling methods selected for the pre-visit survey 
was convenience sampling, which involved selecting respondents on the basis of their 
availability and willingness to respond (Thompson, 1992). Specifically, a notice was placed 
on the websites of The University of Queensland and six music festivals. The criteria to select 
the six music festivals were the managers’ availability and willingness to post the pre-visit 
survey on their festivals websites.  
 
To gather as many participants as possible within the budget and time assigned for this 
research, another type of sampling method used for the pre-visit survey was snowball 
sampling. This sampling is used to access respondents from hard-to-reach groups (Hair, et al., 
2007; Thompson, 1992) and involves asking participants who meet the selection criteria to 
suggest other similar respondents from among their acquaintances. In this study, the 
researcher asked respondents to suggest other respondents who planned to attend the targeted 
music and arts festivals. To make this possible, the questionnaire survey was also distributed 
on social networks such as Facebook and Twitter to make it easier for study participants to 
recommend the survey to other event attendees. Furthermore, the pre-visit online survey link 
was also sent via email to colleagues and personal contacts who promoted the survey. The 
limitations of snowball sampling are the presence of possible bias and lack of generalizability 
69 
 
of the results as the sample does not come from probability sampling (Hair et al., 2007; 
Thompson, 1992).  
To estimate a reasonable sampling size and to provide the researcher with a guideline to a 
possible sample dimensionality, it was pertinent to learn from other studies with pre- and 
post- stages of online surveys and their responses rates.  For instance, Ballantyne, Packer, and 
Falk’s (2011) research into wildlife tourism experiences and Packer’s (2012) research into 
museum experiences used an onsite survey with an online follow-up. Based on the number of 
participants who provided email addresses onsite, they attained between 30% and 37% 
completion rates of their online follow-up survey (Packer, personal communication). It was 
thus estimated that to finish with approximately 400 completed post-visit questionnaires, 
there was a need to obtain approximately 1,250 pre-visit questionnaires.  
According to extensive research in statistics a sample between 100 and 400 participants is 
considered a reasonable sample (Abranovic, 1997; Alreck & Settle, 1995; Field, 2009, Gay & 
Diehl, 1992; Hair et al. 2010, Hill, 1998; Isaac & Michael, 1995; Krejcie & Morgan, 1970; 
Martin & Bateson, 1986; Roscoe, 1975). However, the majority of researchers who lead this 
discussion converge in the idea that sampling is an informed judgment that considers not only 
the statistical power and representativeness but also the budget and time assigned for the 
research (Alreck & Settle, 1995, Hill, 1998, Isaac & Michael, 1995, Roscoe, 1975). Indeed it 
is often the case that increasing the sample size may add little to the conclusion of the 
analysis (Cohen, 1988; Martin & Bateson, 1986). Therefore, the useful boundaries of the 
sample should be determined based on the research questions (Miles & Huberman, 1994), the 
ability to locate appropriate participants that may respond to these questions (Roscoe, 1975; 
Alreck & Settle, 1995) and the type of statistical analysis that is required to respond the 
research questions (Gay & Diehl, 1992; Hill, 1998; Hair et al., 2010; Roscoe, 1975). Based 
on these considerations, the present research made an effort to be clear in its research 
questions, locate the correct participants and estimate the sample size according to 
requirements for using factor analysis and regression analysis. These requirements are related 
to the guidelines of variable to cases ratios (30 cases per one variable) and minimum N of 
400 (Green, 1991; Osborne & Costello, 2004; Park & Dudycha, 1974;  Pedhazur, 1997; 
Stevens, 2009). As six was the greatest number of variables in any of the analyses, 180 cases 
was the minimum target for the pre-visit sample. However, this number was considered too 
small for the current study because there was a need to test a post-visit stage as well. Hence, 
the guideline of minimum N of 400 was targeted for the post-visit stage and more than this 
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target for the pre-visit stage. This view is supported by Osborne & Costello’s (2004) study 
who concluded that regarding sample sizes for factor and regression analysis larger sample 
sizes (400 or more than 400) are better than smaller samples (100 or less than 100) in terms 
of  minimizing the probability of errors and maximizing the accuracy of the estimations of 
the population. 
The total number of questionnaires gathered for the pre-visit survey was 2,109. Of these, 796 
questionnaires were incomplete in relation to the independent and/or dependent variables and 
were discarded from the data analysis (Hair et al. 2010; Field, 2009). Hence, a total sample of 
1,313 fully completed questionnaires was the final pre-visit sample size.  
To provide an important context for interpreting the results of the pre-visit survey, the 
characteristics of the participants are described in Tables 2, 3 and 4. This table presents the 
final sample used to analyse the data after deleting cases that had missing values within the 
independent and/or dependent variables. The sample by distribution of music festival is 
located in Appendix B, Table 36.  
 
Table 2 Pre-visit Participants’ Gender 
 
 
 
Participants who completed the pre-visit online survey were largely in the 18-24 age group 
(40%). They were mainly Australian (90.5%) and female (64%). In other studies of 
Australian music festivals, the predominant age group was typically around 16 to 29 years 
old, and 60% of the sample was female (Adsett, 2011; Ballantyne et al., 2014; Packer & 
Ballantyne, 2010).   
                                                               
 
 
 
 
Gender Frequency         Percentage 
Female 834 64 
Male 471 36 
Missing 8 .6 
Total 1313 100 
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      Table 3 Pre-visit Participants’ Nationality 
Table 4 Pre-visit Participants’ Age 
 
 
 
 
 
 
 
Regarding the post-visit sample a purposive method was carried out from participants who 
gave email addresses for further participating with this research. This type of method was 
necessary to compare attendees’ behavioural intentions and actual behaviours. The 
limitations of this method, though, are that it can be susceptible to bias due to the researcher’s 
judgment of selecting the sample and that this subjectivity and non-probability makes 
difficult to defend its representativeness therefore the results of the analysis cannot be 
generalizable ( Hair et al., 2007). There were a total of 1,104 of the pre-visit participants who 
fully completed the questionnaire and received an email with the link to the post-visit survey; 
from this sample 444 (40%) responded the post-visit survey. However, the final sample 
consisted of 420 usable questionnaires after deleting cases that had duplicated IDs and 
missing values within the dependent and/or independent variables of this study.  The 420 
sample was considered appropriate for the analysis as the initial dimensionality of the post-
visit sample estimated was 400 fully completed questionnaires as it was justified before in 
this section.  
 
 
Nationality Frequency Percentage 
Australian/NZ 1118 90.5 
European 42 3.2 
Other Asian 25 2 
USA/Canadian 19 1.4 
Latin 
American 
18 1.4 
African 2 .2 
Chinese 12 7.5 
Middle Eastern 1 .1 
Other South 
Pacific 
1 .1 
Missing  5 .5 
Total 1313 100 
Age Frequency Percentage 
18-24 517 40 
25-31 243 19 
60 or over 138 11 
53-59 122 9 
46-52 103 8 
32-38 97 7.5 
39-45 87 7 
Missing           6 .5 
Total 1313 100 
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Table 5 Post-visit Participants' Gender 
Gender Frequency         Percentage 
Female                 273 65 
Male     147    35 
Total     420          100 
 
Table 6 Post-visit Participant’s Age 
 
 
 
 
 
Table 7 Post-visit Participant’s Nationality 
 
 
 
 
Post-visit participants were largely in the 18-24 age group (30%). They were mainly 
Australian (91%) and female (65%). These results were quite similar to the pre-visit sample 
and were consistent with expectations from prior research (Adsett, 2011; Ballantyne et al., 
2014; Packer & Ballantyne, 2010). Tables 5, 6 and 7 provide details of this sample. This 
sample comprised participants who had attended 35 diverse music festivals promoted and not 
promoted as green, from one to five days, in natural areas or entertainment parklands, and at 
various times from December 2012 to May 2013. A list of the music festivals attended is 
presented in Appendix B, Table 37.   
Age Frequency Percentage 
18-24 124 30 
60 or over  71 17 
25-31 67 16 
53-59 56 13 
46-52 48 11 
39-45    33 8 
32-38 21 5 
Total 420 100 
Nationality Frequency   Percentage 
Australian/NZ 382 91 
European 17 4 
Other Asian 6 1.4 
USA/Canadian 6 1.4 
Latin American 6 1.4 
Chinese 3 .8 
Total 420 100 
73 
 
Participants completing the pre-visit survey were offered the opportunity to enter the draw for 
an iPad, and those completing the post-visit survey were able to enter the draw for an iPod 
nano. 
3.5.2 Instrument Design: Pre-visit     
In this section, details are presented regarding the measurement of each of the variables set 
out in Table 8, and the ways in which measurements were refined in the light of the pilot 
study results. In the questionnaire, the festival attachment section preceded place attachment 
for participants’ readability. However, in this section, place attachment is presented before 
festival attachment as it contributed to the development of the festival attachment scale. The 
final version of the questionnaire is reproduced in Appendix C.  
 
Table 8 Variables Addressed in Pre-visit Questionnaire 
Section Name of the Variable Section Name of the Variable 
1 Festival information   6 Environmentally responsible attitudes 
2 Place attachment 7 Pro-environmental disposition 
3 Festival attachment 8 
Self-identity as environmentally 
responsible  
4 
Environmentally responsible 
behavioural intentions  
9 Demographics 
5 
Perception of the festival as 
green 
10 Second round of information 
Section 1: Festival Information 
It is important to note that before filling out the questionnaire participants were instructed to 
specify which music festival they were planning to attend, and answer the rest of the 
questionnaire in relation to this specific festival. Other variables in this section included past 
visits to this particular festival, duration of the planned visit to this festival, and 
accommodation choices.  
Section 2: Place attachment 
 Place attachment is defined as the emotional bond that a person has with a particular place 
(Halpenny, 2010; Lee, 2011; Vaske & Kobrin, 2001). This variable was measured across four 
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dimensions proposed by Ramkissoon et al. (2013), and Lee (2011), that is, place affect, place 
identity, place dependence and social bonding. For each of these four dimensions, three items 
were presented using Likert-type scales (1 = strongly disagree and 7 = strongly agree). To 
select these items, 19 papers related to place attachment were reviewed; however, only 
studies by Vaske and Kyle (2004), Ramkissoon et al (2013), Walker (2003), and Lee (2011) 
were selected as the main sources because in these studies, place attachment was found to be 
an influential factor in environmentally responsible behaviours in the context of tourism and 
leisure. The items from these studies were compared according to their consistency across the 
four studies. A combination of items used by Ramkisoon et al (2013), and Lee (2011) were 
selected and adapted to this study’s festival context. These are reported in Table 9. 
Table 9 Place Attachment Items 
Dimension Items adapted for this study 
Place affect I am very attached to the place where this festival is held 
Place affect The place where this festival is held means a lot to me 
Place affect I feel a strong sense of belonging to the place where this 
festival is held 
Place identity I feel my personal values are reflected in the place where this 
festival is held 
Place identity Attending the place where this festival is held says a lot about 
who I am 
Place identity 
I identify strongly with the place where this festival is held 
Place dependence 
I prefer the place where this festival is held over other places 
Place dependence For what I like to do, I could not imagine anything better than 
the settings and facilities provided by the place where this 
festival is held 
Place dependence  For the festival activities that I enjoy the place where this 
festival is held is the best 
Social bonding I have a special connection to the people who visit the place 
where this festival is held 
Social bonding  If I were to stop visiting the place where this festival is held, I 
would lose contact with a number of friends 
Social bonding Many of my friends/family prefer the place where this festival 
is held over other places 
 
In the pilot versions, the questionnaire had only one item per dimension. These items were: ‘I 
identify strongly with the place where this local festival is held’; ‘I am very attached to the 
place where this local festival is held’; ‘The place where this local festival is held is the best 
place to hold this festival’; and ‘Many of my friends/ family prefer the place where this local 
festival is held over other places’. This was done because the managers’ interviews had 
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suggested that place attachment was not as influential factor as festival attachment.  
Furthermore, there was no previous literature that compares festival attachment with place 
attachment. Therefore, due to the emerging importance of place attachment within the 
literature on environmentally responsible behaviours these items were expanded in the main 
study.   
Stepwise multiple regression analysis carried out on the pilot test revealed that, contrary to 
the perceptions of the managers, place attachment may be more important than festival 
attachment in predicting behavioural intentions (Appendix D, Table 38). Given this finding, 
this research used the full set of 12 items outlined above to measure place attachment rather 
than the four initial items included in the pilot. An exploratory factor analysis using principal 
axis factor analysis was run with the final sample (Dillon & Goldstein, 1984; Hair et al., 
2006). The criterion of eigenvalues greater than one produced only one factor, all of the items 
had loadings greater than 0.30, and Cronbach’s alpha was 0.950 (Appendix D, Table 47). 
Section 3: Festival attachment 
Festival attachment refers to the bond that attendees feel for a specific festival derived by the 
emotional, symbolic or functional outcomes that the festival provokes in them (Filo et al., 
2012; Funk & James, 2006). This concept emerged in the interviews with the event 
managers, and its importance as a predictor variable was tested in the pilots. The 12 items 
used to measure festival attachment were identical to those listed above for place attachment 
(drawn from Lee, 2011; Ramkinsson et al., 2013), with ‘the festival’ being substituted for 
‘the place where this festival is held’. Principal axis factor analysis showed that all of the 
items loaded on one factor with all loadings greater than 0.30. Therefore, the items were 
combined into a single composite measure named ‘festival attachment’ with Cronbach’s 
alpha of 0.930 (Appendix D, Table 48). 
Section 4: On-site environmentally responsible behavioural intentions 
To measure environmentally responsible behavioural intentions, participants were asked to 
indicate the extent to which they agreed or disagreed (where 1 was strongly disagree and 7 
was strongly agree) with the following statements regarding waste management: When I am 
at this festival I will:  
 put all my rubbish in the bins provided;  
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 put cardboard, papers and plastic bottles in recycling bins;  
 be careful not to put food scraps in the recycling bin;  
 only purchase food items with minimal packaging; and  
 pick up other people’s litter and dispose of it correctly 
In addition, those participants who indicated that they smoked cigarettes were asked the 
extent to which they agreed or disagreed with the following statements:  
When I am at this festival I will:  
 put my cigarette butts in the bin, not on the ground; and  
 remind other people to put their cigarette butts in the bin, not on the ground  
The descriptive statistics for environmentally responsible behaviours are located in Appendix 
D, Table 39. Factor Analysis for environmentally responsible behaviours is located in 
Appendix D, Table 45. 
Section 5: Perception of the festival as green 
During the managers and attendees’ interviews, participants suggested that promotion of the 
festival as green might influence attendees’ on-site environmentally responsible behaviours 
(see sections 4.1 and 4.3). Two questions were used in the questionnaire to identify attendees’ 
perceptions of the festival as green: ‘Do you consider this festival to be a green 
(environmentally-friendly) festival?’ and ‘Do you believe this festival is promoted as green?’. 
It was important to ask both of these questions because although some festivals promote 
themselves as eco-friendly their actual practices do not correspond with the green promotion. 
In addition to this, it was considered more important to understand attendees’ perceptions of 
the ‘greenness’ of the festivals rather than obtaining this information from the festivals’ 
advertising materials. These two questions were measured using the responses: ‘definitely is’, 
‘mostly is’, ‘mostly is not’, ‘definitely is not’, and ‘don’t know’. In the pilot study the 
questions were measured using ‘yes’, ‘no’, and ‘don’t know’; however, as findings during the 
analysis identified the limitation of these types of answers, it was decided to add the five 
categories mentioned above. The descriptive statistics for this variable are located in 
Appendix D, Table 40.  
Section 6: Environmentally responsible attitudes 
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Milfont and Duckitt’s (2010) environmental attitudes inventory was used to measure 
environmental attitudes. These authors reviewed environmental attitude scales from 1970 to 
2001 and created an inventory of environmental attitudes. This inventory consists of 12 
subscales with 120 items and includes some reverse coded items. They also created a short 
version including 24 balanced items, half worded positively and half negatively. These 24 
items form two higher order factors, which Milfont and Duckitt labelled preservation and 
utilisation. The definitions of these factors are as follows:  
Preservation expresses the general belief that priority should be given to preserving 
nature and the diversity of natural species in its original natural state, and 
protecting it from human use and alteration. Utilization, in contrast, expresses the 
general belief that it is right, appropriate and necessary for nature and all natural 
phenomena and species to be used and altered for human objectives. (Milfont & 
Duckitt, 2010, p. 81).  
Table 10 Environmental Attitude Items 
Items from Milfont and Duckitt’s (2010) Environmental attitudes inventory 
 I really like going on trips into the countryside, for example, to forests or fields 
Governments should control the rate at which raw materials are used to ensure 
that they last as long as possible 
 I would like to join and actively participate in an environmentalist group 
Humans are severely abusing the environment 
Whenever possible, I try to save natural resources 
Families should be encouraged to limit themselves to two children or less 
It makes me sad to see forests cleared for agriculture 
This research included only the seven positively worded items that are part of the 
preservation factor, because findings in Milfont and Duckitt’s (2010) study indicated a 
connection between preservation attitudes and environmental behavioural intentions and none 
between utilisation attitudes and environmental behavioural intentions. These items used 
Likert-type scales (1 = strongly disagree and 7 = strongly agree). Principal axis factor 
analysis showed that all of the items loaded on one factor with all loadings greater than 0.30. 
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Therefore, the items were combined into a single composite measure with Cronbach’s alpha 
of 0.774. These items are reported in Table 10. The descriptive statistics for environmental 
attitudes are located in Appendix D, Table 41.  
Section 7: Pro-environmental predisposition 
To measure attendees’ pro-environmental predisposition, this research used Milfont and 
Duckitt’s (2004) ecological behaviour scale as their study showed this variable is an 
important predictor of behavioural intentions. In that study, participants were asked to 
indicate how often they had engaged in each of eight target behaviours in the last year on a 
five point rating scale from 1 (never) to 5 (very often). The principal axis factor analysis 
showed one factor with all loadings were greater than 0.30. Cronbach’s alpha was 0.809. The 
scale is presented in Table 11. The descriptive statistics for this variable are located in 
Appendix D, Table 42.  
Table 11 Pro-environmental Predisposition 
Items from Milfont and Duckitt’s (2004) Ecological behaviour scale 
Looked for ways to reuse things 
Recycled newspaper 
Recycled cans or bottles 
Encouraged friends or family to recycle 
Purchased products in reusable or recyclable containers 
Picked up litter that was not your own 
Composted food scraps 
Conserved gasoline by walking or bicycling 
Section 8: Self-identity as environmentally responsible  
This present study examined attendees’ self-identity as environmentally responsible as a 
possible predictor of their behavioural intentions. To do so, two items were taken from 
Sparks and Shepherd’s (1992) study and measured from ‘strongly disagree’ to ‘strongly 
agree’ on a seven-point Likert scale. The original items used the word ‘green’. This was 
changed to the word ‘environmentally friendly’ as the meaning of this term was considered to 
be clearer. These items were: ‘I think of myself as an environmentally friendly consumer’; 
and ‘I think of myself as someone who is very concerned with environmental issues’. Internal 
79 
 
consistency (Cronbach’s alpha) for these measures was .800. The descriptive statistics for 
self-identity as environmentally responsible are located in Appendix D, Table 43.  
An item from Whitmarsh and O'Neil (2010) regarding the social aspect of self-identity was 
also adapted for use in the pre-visit questionnaire. The original item was stated negatively; in 
this current study it was reversed to enhance readability. Also, the measurement scale was 
changed from 5 to 7 points to maintain consistency across all measurements. This item was: 
‘I would want my family or friends to think of me as someone who is concerned about 
environmental issues’. In addition to these items, a question was asked about how important 
it was to the participant personally to minimise their own environmental impact.   
A principal axis factor analysis showed that these three items together loaded on one factor 
with all loadings greater than 0.30. Therefore, the items were combined into a single 
composite measure with Cronbach’s alpha of 0.883. 
Section 9: Demographics 
This section contained questions to profile the attendees’ demographic characteristics such as 
age, gender and nationality. The descriptive statistics for these variables are located in section 
3.5.1, Tables 1, 2 and 3. 
Section 10: Second round of information 
This section included respondents’ expression of willingness to continue participating in a 
second round of information after visiting the festival. An email address was requested to 
send the link for the post-visit online survey. Each participant was given a unique password 
to access the web survey in order to maintain confidentiality while also being able to match 
pre- and post-visit responses. To engage the respondents for further participation, an 
incentive of entering a draw for an iPod-nano was offered.  
3.5.3 Instrument Design: Post-visit     
The purpose of this instrument was to identify the on-site environmentally responsible 
behaviours of event attendees, based on post-festival self-report measures. As one of the main 
objectives was to compare behavioural intentions and actual behaviours, measurement 
needed to be consistent. Consequently, questions were asked about on-site behaviours that 
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focussed on the same environmentally responsible behaviours as those measured in the 
behavioural intentions in the pre-visit stage. The questionnaire was divided into five parts as 
illustrated in Table 12. It is included in Appendix C and described in the next sections. 
Table 12 Variables Addressed for Post-visit Questionnaire 
Section  Name of the Variable  Section  Name of the Variable  
1 Actual behaviours                 4 Suggestions for improvements 
2 Management strategies   
3 Perceived benefits and barriers 5 Open-ended questions 
Section 1: Actual behaviours 
Participants were asked to indicate the extent to which they agreed or disagreed (1 = strongly 
disagree and 7 = strongly agree) with the following statements:   
When I was at this festival I:  
 put all my rubbish in the bins provided;  
 put cardboard, papers and plastic bottles in recycling bins;  
 was careful not to put food scraps in the recycling bin;  
 only purchased food items with minimal packaging; and  
 picked up other people’s litter and disposed of it correctly  
In addition those participants who smoked were asked the extent to which they agreed or 
disagreed with the following statements:  
When I was at this festival I:  
 put my cigarette butts in the bin, not on the ground; and  
 reminded other people to put their cigarette butts in the bin, not on the ground  
Section 2: Management strategies 
In this section, participants were asked to rate from 1 ‘extremely unimportant’ to 7 
‘extremely important’ the importance to them of each of the following in reminding them to 
be environmentally friendly when they were at the festival:  
 signage at the festival;  
 observing other people at the festival;  
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 it is something I always do;  
 staff at the festival;  
 performers at the festival;  
 bins in convenient locations;  
 bags provided at the festival;  
 program handouts;  
 the festival website  
These items were obtained from event managers’ interviews (Section 4.1) and the first pilot 
study.  
Section 3: Perceived benefits and barriers 
Both types of items were obtained from the open-ended responses of the first pilot study 
(Section 3.5.1). Participants were asked to rate from 1 ‘extremely unimportant’ to 7 
‘extremely important’ the importance to them of each of the following reasons for being 
environmentally friendly when they were at the festival. These reasons were:  
 because it was important for the environment;  
 because it enhanced the festival's reputation;  
 because it made you feel good about yourself;  
 because it was the right thing to do;  
 because it kept the festival site more pleasant;  
 because it was important to respect the land owners 
Participants were asked to rate from 1 ‘extremely uninfluential’ to 7 ‘extremely influential’ 
the extent to which the following factors (barriers) had stopped them from doing the right 
thing for the environment when they were at the festival. The factors were:  
 it would have taken too much time or effort to do it;  
 it would have been unpleasant to do it;  
 it’s not my responsibility to do it;  
 I didn’t know how to do it;  
 I didn’t think it would make any difference if I did it;  
 there were no adequate facilities, e.g., bins for me to do it;  
 I meant to do it but forgot;  
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 it's hard to break the habit; 
 there were not enough options for purchasing food with minimal packaging. 
Section 4: Suggestions for improvements 
Three open-ended questions were included in this section. As the practical contribution of 
this research focused on identifying novel ways to encourage environmentally responsible 
behaviours, participants were asked to suggest what would encourage people to be more 
environmentally friendly at this festival, to list reasons people were NOT more 
environmentally friendly when attending that particular festival, and if they were a manager 
of this festival, what strategies or practices would they put in place to maximise 
environmentally friendly behaviours. 
Section 5: Open-ended questions  
Participants were requested to briefly describe their overall perception of the environmentally 
friendly initiatives at the festival, and how the environmentally friendly initiatives at the 
current festival compared to similar festivals or events that they had attended. This qualitative 
section was analysed with the results of the on-site interviews within the framework of the 
thematic approach. This method is further explained in Section 3.6.3 of this thesis. The two 
sets of data were combined for analysis because there was a great deal of similarity in both 
the questions and responses. The questions related to: participant’s opinions about what 
people can do at music festivals for the environment; participants’ opinions about what would 
encourage attendees to be more environmentally responsible at festivals; participants’ reasons 
for not behaving in an environmentally responsible way at festivals; practices that 
participants would put in place to maximise pro-environmental behaviours at that festival; 
overall perception of the environmentally friendly initiatives at a particular festival; and 
participants’ comparisons between the environmentally friendly initiatives at the current 
festival and other festivals. 
3.5.4 Overview of Data Analysis 
The first step in analysing data from Component 2 was an audit of the data collected using 
descriptive statistics, and an inspection of the distribution of each variable to identify possible 
errors or outliers (Dillon & Goldstein, 1984). Cleaning and data transformation was then 
conducted.  
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The purpose of the pre-visit stage was to identify the extent to which various psychographic 
variables influence attendees’ behavioural intentions to act in an environmentally responsible 
way.  Multiple regression analysis was used to examine each of seven target behavioural 
intentions. This technique aimed to identify the relationship between a single metric 
dependent variable (environmentally responsible behavioural intentions) and several metric 
independent variables (place attachment, festival attachment, pro-environmental 
predisposition, environmental attitudes, self-identity as environmentally responsible, and 
attendees’ perception of the festival as green). This technique allowed major independent 
variables that contribute to explaining the dependent variable to be identified (Harrell, 2001; 
Hair et al., 2006). To do so, several assumptions about the relationships between the 
dependent and independent variables that affect the statistical procedure were considered. 
These assumptions were: 1) linearity of the phenomenon measured; 2) constant variance of 
the error terms; 3) independence of the error terms; and 4) normality of the error term 
distribution (Hair et al., 2006, p. 204).  The dependent variable (behavioural intentions) was 
measured using a 7 point Likert-type scale and, similarly to previous research (Carifio and 
Perla, 2007), the Likert scale response format was considered to produce interval data that 
could be used in parametric analyses.  
One of the purposes of the post-visit study was to compare attendees’ on-site environmentally 
responsible behavioural intentions and actual behaviours. To do so, a paired-samples t-Test 
was conducted to identify any statistically significant differences between the pre-visit 
(behavioural intentions) and post-visit (actual behaviours) responses
14
. Another purpose of 
this stage was to examine the perceived impact of management strategies, benefits and 
barriers on attendees’ environmentally responsible behaviours. Thirdly, the influence of pre-
visit psychometric variables on actual behaviours was examined using regression analyses.  
Similarly to the pre-visit study, before conducting the regression analyses, correlation 
matrices and residual plots were inspected for multicollinearity issues and regression 
assumptions (Harrell, 2001).  
3.5.5 Reliability and Validity  
Hair et al. (2006, p. 137) pointed out that “reliability is an assessment of the degree of 
consistency between multiple measurements of a variable; validity is the extent to which a 
scale or set of measures accurately represents the concept of interest.” In other words, 
                                               
14 Assumptions of homogeneity across samples were addressed and it is mentioned in chapter 4.  
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reliability focuses on the stability and consistency of the scores, and validity focuses on how 
meaningful the scores are. This enables the researcher to draw accurate conclusions. In order 
to measure reliability in the instrument, the internal consistency method was applied using 
Cronbach’s alpha. This test examines the correlation between each item and the scale total 
within a sample (Dillon & Goldstein, 1984; Hair et al., 2006).  To confirm content validity, 
three senior researchers evaluated the instrument. Additionally, factor analysis was used for 
all constructs to confirm construct validity (Hair et al., 2006). Definitions and examples 
related to the key variables of the study were provided where necessary in the instrument to 
minimise confusion or misunderstanding. The results of validity and reliability are shown in 
Chapter 4 for every analysis conducted to respond the current research objectives. 
3.6 Component 3: On-site Attendees’ Group Interviews  
This component aimed to investigate attendees’ perspectives regarding their on-site 
environmentally responsible behaviours at music festivals using on-site group interviews. 
The main objective of the qualitative method is to explore participants’ perspectives in a 
specific situation and context (Flick, 2006; Marshall & Rossman, 1999). The findings of this 
method incorporate participants’ own words to describe their perspective (Ponterotto, 2005). 
This perspective can be from the point of view of the participant’s feelings, thoughts, 
motivations, beliefs or perceptions. The researcher interprets the phenomena of the study in 
terms of the meanings that people assign to them. The application of qualitative techniques 
was pertinent to the present study as it aimed to identify the reasons underlying attendees’ 
engagement or non-engagement in on-site environmentally responsible behaviours at music 
festivals. Due the nature of the festival environment, group interviews were selected as the 
method because people mainly attend festivals in social groups to share the festival 
experience (Packer & Ballantyne, 2010).   
There are several advantages of and limitations to the use of group interview techniques. The 
advantages are, first, that these techniques offer a richer and deeper understanding of the 
participants’ point of view than quantitative methods (Flick, 2006; Marshall & Rossman, 
1999; Walter, 2006). Second, these techniques are flexible in terms of sampling (Flick, 2006). 
Third, these techniques are developed to capture the participants’ reality rather than that of 
the researcher (Marshall & Rossman, 1999). In terms of the limitations of these techniques, 
there are ethical issues involved in the data collection process that have to be carefully 
controlled, especially when the study is focused on sensitive and private data. Another 
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disadvantage is that, as the result is based on interpretation, the researcher may influence 
participants, or the researcher’s view may colour the participants’ stories. Finally, because 
group interviews are qualitative techniques and typically use small samples, the results are 
not generalisable (Flick, 2006; Marshall & Rossman, 1999; Walter, 2006). Notwithstanding, 
conducting group interviews in this research contributed to maintaining the study’s focus on 
understanding participants’ environmental behaviours and perspectives at music festivals.  
3.6.1 Procedure and Participants  
The group interviews were conducted during one day at a New South Wales (NSW) music 
and arts festival in an effort to explore why attendees behaved in the way that they did. The 
particular festival chosen was one that is promoted as green. The reason to conduct 
interviews at this particular festival was an invitation to the researcher from this festival’s 
environmental manager. Although the interviews were conducted at this festival, it was 
emphasised to participants that this study was concerned about music festivals in general and 
not about this festival in particular.   
This particular festival has been held annually since 2004 on 3,000 acres near a national park 
over three days and three nights from 29 December to 01 January. In addition to the musical 
program, the festival includes visual and installation arts, comedy, contemporary dance and 
theatre. Because this festival claims sustainability credentials, its attendance is limited to 
2,400 visitors. There is a charge for admission to the festival that varies depending on the 
number of days and accommodation. The environmentally responsible targeted behaviours 
encouraged by the event are focused on recycling, re-using water containers and water 
consumption.  
Sampling and data collection 
In qualitative methods, “sampling usually requires a flexible, pragmatic approach” (Marshall, 
1996, p. 524). There are three strategies to select a sample in qualitative methods: 
convenience, purposeful, and theoretical. The first selects participants who are most 
accessible in terms of time, effort and money. The second selects participants who are most 
able to reach the research aim based on the researcher’s practical knowledge of the research 
area. The third strategy involves selecting participants based on interpretive theories from the 
emerging data and selecting a new sample to examine and elaborate on this theory (Marshall, 
1996). As the qualitative data were collected on-site, a convenience sample was used and 
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drawn from those willing to participate, with adults 18 years old and over invited to 
participate in the research.  
Attendees were approached when relaxing at their camping sites or in the surroundings of the 
music stages and asked for permission to audio-record the interview. The approximate time 
of each interview varied between 10 and 20 minutes. Despite this relatively limited time 
spent on the interviews, it was possible to obtain valuable information that contributed to 
addressing the current research’s main objective.  To make this possible every question asked 
during the interviews served some purpose toward the research agenda (Saldana, 2011; Burke 
& Miller, 2001). Those who were willing to participate were offered a wrapped lollipop as 
acknowledgment of their participation.  
Before proceeding with the interview a warm up card was given to each of the participants. 
This card contained six questions about the participant’s age, gender, frequency of attendance 
to the festival, self-perception as being an environmentally responsible person, and if the 
participant considered that the particular festival was green or promoted as green (Appendix 
E).  
The majority of these individuals were in groups because of the nature of the festival context. 
The data from 81 participants were captured from 19 group interviews and 3 individual 
interviews. Checks during the process of data collection were made regarding the distribution 
of females/males and different groups of age. The characteristics of these participants are 
described in Table 13, 14, 15 and 16. 
Following the interviews, digital recordings were transcribed, data analysed, and the main 
themes identified. The analysis and discussion of group and individual interviews are 
presented in Chapter 4.  
 
Table 13 On-site Interview Participants’ Gender 
Gender Frequency    Percentage 
Female 
Male 
      39 
      42 
48% 
52% 
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Table 14 On-site Interview Participants’ Age 
Age Frequency    Percentage 
18-20 
21-29 
30-59 
        25 
        41 
        15 
31%     
50% 
19%  
 
Table 15 On-site Interview Participants’ Frequency of Attendance 
Number of Visits Frequency    Percentage 
Never 
One 
Two 
Three 
Four + 
      53               66% 
       6                   7% 
       6                   7%                    
       7                   8% 
       9                  12% 
In summary, participants were largely in the 21-29 age group and comprised 42 males and 39 
females. They were predominantly first-time visitors to the festival (65%). Most participants 
(78%) considered themselves as being at least level 5 (on a ten-point scale) as an 
environmentally friendly person, 38% of the participants believed that it definitely was a 
green festival, and 54% responded that mostly it was a green festival. In contrast, 74% of 
participants thought that the festival definitely was promoted as green, and 24% responded 
that mostly it was promoted as such.    
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Table 16 On-site Interview Participants’ Self-perception as Environmentally Friendly 
Enviro-friendly Frequency    Percentage 
1-4 
5-7 
8-9 
10 
       18                 22% 
       45                56% 
       14                 17% 
         4                  5% 
 
3.6.2 Instrument: Group Interview Guide 
The main objective of this component was to capture the participants’ perspectives on 
environmentally responsible behaviours at music festivals, and to understand the underlying 
reasons for attendees’ positive or negative environmental behaviours. To collect this detailed 
information, the researcher used a protocol as a guideline for the discussion (Appendix E). 
This protocol included open-ended questions that the researcher controlled to encourage the 
participant to talk in a more detailed manner and also to clarify responses (Marshall & 
Rossman, 1999).  
3.6.3 Overview of Data Analysis 
The group interview data were analysed using thematic analysis, which is the most frequently 
used form of analysis in qualitative research, particularly research involving interviews. In 
essence, a theme is a central idea that emerges from the data. Rather than categories being 
developed prior to searching the data (as with the content analysis method), codes emerged 
from the data inductively (Walters, 2006). Qualitative analytic procedure falls into six phases: 
a) organising the data; b) coding the data; c) generating categories, themes and patterns; d) 
testing the emergent understandings; e) searching for alternative explanations; and f) writing 
the report (Marshall & Rossman, 1999, p. 152). The objective of this process is data 
reduction with the information brought to a manageable level in its interpretation as the 
researcher brings meaning and insight to the words and actions of the participants in the 
study.  
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During this research the coding fulfilled three core requirements: a) exhaustive — every 
aspect of the data with respect to the present research question must be covered by the 
categories; b) exclusive — the categories must not overlap; and c) enlightening — categories 
must produce a breakdown of content that will be analytically interesting and coherent. This 
method allowed comparison among themes that emerged in the individuals’ responses in 
relation to the issue (Flick, 2006).  
The responses to these interviews were analysed in conjunction with comments provided by 
the 420 participants who attended a green or non-green music festival and agreed to provide 
their opinion on the survey’s open-ended questions, as specified in Section 3.5.3 of this 
document. 
3.6.4 Trustworthiness 
The commonly accepted criteria used to judge the trustworthiness of qualitative research are 
credibility, dependability, transferability and confirmability (Lincoln & Guba, 1985). To 
ensure procedural dependability in the qualitative analysis of this study, auditing was applied 
by one senior researcher. This audit entailed the initial raw data that included data collection 
and its recording, data reduction, results of syntheses, themes and definitions, and the 
relationships among the data (Flick, 2006; Guba & Lincoln, 2000). Additionally, peer 
probing was used to increase credibility (Flick, 2006; Guba & Lincoln, 2000). This involved 
meetings with two senior researchers who were not involved in this component processes to 
disclose the researcher’s own perception and to discuss results.  
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CHAPTER 4: RESULTS  
 
The general aim of this research was to investigate the major factors that influence event 
attendees’ engagement in environmentally responsible behaviours at music festivals. 
Specifically, this research was designed to: (1) investigate managers’ perspectives regarding 
attendees’ engagement in on-site environmentally responsible behaviours at music festivals;  
(2) identify the extent to which various psychographic variables
15
 influence (a) attendees’ 
pre-visit intentions to act in an environmentally responsible way, (b) attendees’ post-visit 
reports of actual behaviours, and (c) the discrepancies between pre-visit intentions and post-
visit reports of behaviours; (3) identify the perceived impact of management strategies, 
benefits and barriers on attendees’ environmentally responsible behaviours; and (4) 
investigate attendees’ perspectives regarding their engagement in on-site environmentally 
responsible behaviours at music festivals.  
Three main components were used to address these objectives. The research findings from 
Component 1 (qualitative phone interviews with event managers) are presented and discussed 
below in terms of objective one (Section 4.1). Findings of Component 2 (quantitative) that 
included two online surveys (pre-visit and post-visit) are reported and discussed in terms of 
objectives two and three (Section 4.2). Finally, findings of component 3 (qualitative) that 
comprised on-site group interviews with attendees at a music festival are presented and 
discussed in terms of objective four (Section 4.3).   
4.1 Results of Component 1: Interviews with Event Managers  
 
Ten music festival managers participated in interviews. Six event managers were actively 
promoting their festival as green and four were not. All managers were running festivals that 
were located in natural or rural areas, and had been established for at least seven years at the 
time of the interviews. Four managers were operating festivals in New South Wales, two in 
Queensland, and one each in South Australia, Tasmania, Victoria and Western Australia.  
                                               
15 Place attachment, festival attachment, pro-environmental predisposition, environmental attitudes, self-identity 
as environmentally responsible, and attendees’ perception of the festival as green.  
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Managers were asked three main questions: 
 What particular on-site pro-environmental behaviours issues do you think are 
important at your festival?  
 What do you think are the factors that influence festival attendees to behave in a more 
pro-environmental way during the festival? 
 What actions does your festival currently take to encourage or enable attendees to 
behave in a more pro-environmental way during the festival? 
Throughout this section, the relevant data are quoted with the participants labelled by the 
code “EM” denoting ‘event manager participant’. The interview questions are provided in 
Appendix A.    
4.1.1 On-site Environmental Behavioural Issues at Music Festivals 
Waste management 
Nine of the ten event managers mentioned waste management as the most relevant issue. 
Specifically, they mentioned the following behaviours by attendees: ‘putting their litter in the 
right bin through recycling properly and separating food scraps’; ‘keeping the site clean’; 
‘putting their rubbish in the bins not on the ground, especially inside the camping areas’; 
‘being conscious of the packaging brought to the festival’; and ‘not throwing cigarette butts 
on the ground’. In other words, managers emphasised the importance of using the facilities 
provided at the event to facilitate waste management.  
Managers commented that waste management was important because it cost a lot of money to 
clean up after the event and segregation of rubbish is a way to save money. The following 
comments from the managers illustrate this opinion: “… the behaviour of consistently 
recycling rubbish in the correct bins means that a lot of money can be saved” [EM1]; and 
“obviously, it’s going to cost a lot of money to get people to clean up after themselves” 
[EM9]. Only one manager (of a festival that was not labelled as green) did not consider that 
there was a problem with waste management.  The main reasons for this were the facilities 
provided at that particular festival and attendees’ awareness of being in a natural and 
protected area. These ideas are illustrated in the following comment:  
Actually we don’t have a huge problem with litter. Even in the campground they 
don’t have a problem with it. We do provide enough bins and enough recycling 
bins and people don’t tend to leave things around. I mean the campground is 
actually in a reserve that we get special permission to use. So people are aware 
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that actually it is in an area that does sort have that you know, we have the 
permission to use…; when we pack up on the Monday, we don’t see this as a huge 
problem. So I guess Tasmanian people are more environmentally aware and 
Tasmania is known for its beauty. I don’t know that littering is a huge problem. It 
never has been a problem for us that I’ve known of. [EM7] 
Managers also commented that one of the important reasons to have better control of waste 
management was the high cost involved in cleaning. In addition, managers noted that 
effective waste control depends not only on the managers’ waste management facilities but 
also on the active participation of event attendees using those facilities.  
Transport   
Managers commented on the importance of encouraging attendees to select a pro-
environmental transport alternative such as the festival shuttle, car share or public transport. 
Only one manager reported carbon emissions as not relevant to their festival due to the 
location of the event situated in an island.  
In terms of people transporting to the event, I think this festival has a really 
unique situation, because people have to catch the ferry to cross to the island and 
the cost is quite high; we really encourage people to leave their cars. This is 
great in terms of people’s carbon footprint. [EM4] 
The positive behaviours in terms of carbon emissions that event managers would like to see 
more of in their attendees were: ‘sharing cars’ and ‘taking the festival bus, bikes or walking 
to the festival’. “We’ve tried to have a bus pick up people in a community transport, but in 
the end it didn’t work out” [EM10]. The possible explanation for this is the inconvenience of 
eco-friendly transport as a manager exemplifies: 
We are on a road one hour from the city and most people have to drive there, so 
they are using their vehicles to get there… in the past we have tried to introduce a 
bus or train and bus shuttles but it was not successful. [EM3] 
Transport was the second most relevant issue mentioned by eight managers. Managers 
commented that their main concern about transport was the carbon emissions generated by 
attendees’ travel to the festival.  
Water care and usage 
Water care and usage was mentioned by four of the ten managers. Behaviours such as 
“reducing the amount of showers per day and making sure that each shower lasts for only a 
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few minutes” [EM1] were mentioned. Another comment related to protecting the quality of 
water:  
Water usage here in Queensland is a great concern as well, certainly in terms of 
protecting the land and because the event is held right next to a very delicate 
ecosystem and land production; so it’s a pro-environmental behaviour that we 
would like to encourage too. [EM4] 
Although all of the managers interviewed were running festivals with camping facilities, six 
of the ten managers did not mention water wastage as being a problem. When they were 
asked during the interview about this issue, they responded affirmatively, but did not consider 
that it was a priority.  
In summary, using a sample of ten Australian music and arts managers, the interview findings 
suggest that it is a priority to engage attendees in waste management activities at festivals. 
Managers mentioned being concerned about the high cost of cleaning up the festival and its 
negative environmental impact. Attendees’ behaviours related to waste management 
mentioned by the managers were: throwing rubbish into the bins not on the ground, including 
cigarette butts; sorting food scraps or recycling rubbish; and being conscious of the 
packaging brought to the festival.   
4.1.2 Factors that Influence Attendees’ On-site Environmentally Responsible 
Behaviours  
Managers were asked to identify factors that they believed encouraged attendees’ 
environmentally responsible behaviours. The themes that emerged in this section fell into two 
major categories: ‘sense of community’, and ‘building a pro-environmental culture into the 
event community’. These are described in the following section.   
Sense of community  
It was evident in the interview results that festivals develop communities around shared 
interests and skills more than around locality. This category was labelled as ‘sense of 
community’ and comprised two themes: place attachment and festival attachment. These 
themes addressed attendees’ sense of ownership of the festival, their identification with its 
community, their attachment to the festival’s setting, and shared beliefs that are utilised as 
boundaries to protect their sense of belonging.  
 
94 
 
Place attachment 
As suggested in the literature review, events, places or settings are used by people for 
different purposes, such as to protect and enhance identity, social and cultural bonding. Place 
attachment is defined as an emotional bond with a particular place (Halpenny, 2010). This 
bond could be characterised by functional qualities of the place, the perceived contribution of 
the place in confirming someone’s self-identity, and the emotions and feelings evoked by the 
place. These elements were discussed during the interviews in diverse ways. For example, 
results suggest that the festival’s setting, especially when it is located in a natural place, can 
influence pro-environmental behaviours, as illustrated in the following comments:   
I work in a variety of festivals and I believe the physical location does influence 
people’s feelings towards the environment. It’s a lot easier for example when you 
have beautiful surroundings to make people aware of dropping their litter, rather 
than perhaps in a car park. I do not think the place is the biggest factor but I do 
think that it has some effect. [EM4] 
Being in the Blue Mountains we’re a little bit separate from Sydney. So there’s a 
strong identity that we’re not Sydney. So that there is generally a good and 
positive sense of being part of the community; so I can see in terms of like a 
random festival there isn’t like lots of rubbish after the end of festival. [EM10] 
Managers discussed the relationship between the sense of ownership of a certain place 
and responsible behaviours, as illustrated below.   
… we become loyal to the place and if there is a sense of ownership for that place 
at that particular time so it becomes like your home. And you tend to look after it 
as much as you possibly can… It’s like you don’t mess up your own nest! [EM9] 
Other results show that festival sites located in symbolic places seem to produce a similar 
effect, as indicated in the following extract: “…because this festival is held in an historical 
village; it’s a heritage listed site so that definitely influences that way (environmentally 
responsible)” [EM3]. While the majority of event managers believed that that the place 
where the festival is held was an influential factor, others believed that attendees’ 
attachment to the festival itself is a stronger influence on responsible behaviours. This is 
illustrated in the following comment: “…place attachment doesn’t influence the attendees’ 
behaviour but the festival ownership does” [EM2].  
In summary, managers observed that positive environmentally responsible behaviours in 
attendees are more prevalent at festivals that are held in natural or symbolic places. These 
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behaviours are also common in festivals where there is a strong identity or connection 
between the place and the festival’s community. Interestingly, managers’ views converged on 
the idea that the attachment that an attendee may have towards his/her community festival 
may encourage environmentally responsible behaviours. This idea is discussed further under 
the theme of festival attachment.  
Festival attachment  
In this research, festival attachment is defined as the bond that ties attendees to a specific 
festival community. This bond emerged from the interviews in three ways: sense of 
ownership of the festival, sense of identification with the festival community, and sense of 
engagement during the festival. The idea that festivals or events are places where people 
strengthen social bonds and enhance their identity also emerged during the interviews.  
According to the managers’ interviews, attendees’ perceptions of being bound to the 
festival’s community by ties of honour and self-respect influence responsible behaviours 
towards the festival environment, as demonstrated in the below extract: 
...our patrons take pride in this particular festival; they are very community 
minded. They take ownership of the whole environment not only to look tidy but 
also to ensure that the footprint that they leave is the same as when they arrive. 
They are already quite conscious of that. [EM3] 
As can be seen in the above comment, this feeling related to the sense of ownership of the 
festival that was defined by a manager as follows:  
Ownership means being part of the culture of the festival, I think, and sharing 
values with the people that are coming to the festival, and having a sense of 
responsibility towards the festival … and feeling like they are part of a community, 
even though is a temporary community, to be a part of their community. [EM9]  
Another manager observed: “if they feel that the festival is theirs they engage” [EM2]. This 
engagement was defined as the attendees’ active participation during the festival. Similar to 
the comment above, the following comments support the idea of attendees’ sense of identity 
with the festival community as an influential factor:  
People’s ownership of the festival… We ask people to donate money to plant trees 
with the purchase of the ticket. And people donate and work to plant these trees in 
the festival region. As they are actively participating in the festival, they feel that 
this land is part of them. We get people involved in the festival as performers in a 
choir also participating in workshops; so then people become a member of the 
festival as a community. [EM2] 
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Hence, it could be deduced that this engagement may lead to active participation and enhance 
the attendees’ sense of community, thus fostering positive behaviours at the festival as 
illustrated below.  
We are quite a unique festival – we are not a commercial festival, but a community 
run festival. And a lot of people in the community are involved in the running of the 
festival, so there is an interest for conserving. [EM7] 
The length of time spent during the festival was another suggestion by managers as a possible 
factor that might influence the sense of engagement during the festival. Specifically, the 
longer the festival the more likely it was for attendees to feel a sense of ownership of the 
festival. This is illustrated by the following comment.   
If it is a short festival like five or six hours only - this can be against being 
environmentally friendly. People don’t have ownership of the site because it is not 
something that they are intimately involved with for a longer period of time. I have 
found that festivals that are two or three day festivals with camping areas; there is 
more ownership of people. They think more about their actions. [EM5]  
In short, this theme discussed attendees’ sense of community reflected in their attachment 
towards the festival. Festival managers believed that attachment fosters pro-environmental 
behaviours due to attendees’ perceived level of ownership, engagement in the festival and 
with the festival community.  
Building a culture of environmentally responsible behaviours into the event 
community 
Managers also considered that building a culture of pro-environmental behaviours towards the 
environment into the event community helps to encourage positive behaviours. The interview 
findings reveal five different ways in which this is seen to happen: festival norms, liminal 
space and anonymity, advertising and educational initiatives, pro-environmental facilities, and 
incentives.  
Norms 
In the framework of community, norms are the standard beliefs and behaviours expected and 
shared by members of a social group (Thøgersen, 2006). According to some managers’ 
perspectives, the norms established during the festival by the majority of attendees and the 
interactions among them encourage positive behaviours during the festival. This interaction 
was described for one manager as “peer pressure” [EM8], that is, the extent to which one 
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person’s behaviour might be influenced by another person’s opinion or behaviour. Therefore, 
people tend to adhere to a set of communal norms. As one manager commented: “I think 
people are very easily influenced by each other” [EM6]. This idea is further explained in the 
comment below. 
The thing is we also have campsites, so if one camper sees a clean campsite this 
makes others keep campsites clean as well, or if there is a dirty campsite people can 
say: “Hey why is your campsite so dirty?” [EM1] 
Sometimes this influence was more the result of observing and imitating other people’s 
behaviours rather than attendees’ interactions. This is illustrated in the following extract:  
 So with really big groups of people and steering them, almost like a cattle 
mentality; you generally find that most people do the correct thing if they are seeing 
that other people are doing the correct thing as well. [EM4] 
Managers also suggested the need to encourage pro-environmental norms; otherwise the 
audience tends to neglect the site causing a lack of focus on environmentally responsible 
behaviours. This idea is illustrated in the following comment: 
The audience who come to music festivals are excited to see bands and they’re 
usually participating in drinking, eating and all those fun things. If there is no 
program in place to continually maintain the site clean and giving them the 
opportunity to participate in recycling programs, this group culture overtakes the 
event in a very soft way; when the site tends to get messier, people then have less 
respect for the site. [EM5] 
The interviews also revealed the use of self-policing among attendees as they guide and 
communicate the festival’s pro-environmental norms to new attendees. In fact, managers 
commented that social interactions among attendees introduce positive behaviours to other 
attendees. This idea is illustrated in the following extract from a manager who promotes her 
festival as green: 
So if somebody was throwing rubbish around, someone else will tell them…believe 
me this is not the way to behave in our festival; very interesting, intelligent, 
respectful, environmentally aware audience. [EM6] 
These interview findings suggest that if an attendee is in favour of general environmentally 
responsible behaviours he/she tends to behave in a more responsible manner at the festival. 
This positive attitude might be associated with his or her identification with the norms of a 
certain community or even with a particular type of music. In fact, managers who promote 
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their festival as green posited that if attendees have a positive pre-disposition to be 
environmentally responsible, they naturally adopt the festival’s on-site pro-environmental 
initiatives. This is illustrated in the following comment:   
When you look at the festival and I am looking at the line-up that they are 
playing, that approaches a huge number of subcultures. If you see a band that’s 
predominantly an electronic band – I am generalising significantly here – but if 
you have an electronic band you might find people that have a particular 
avoidance of care for the environment rather than a folk country music band; 
they might be more tuned to the environment. [EM5] 
It seems as if different subcultures or different communities of consumption present 
different beliefs and norms that affect their environmentally responsible behaviours, as 
illustrated in the following comment: 
If you are playing reggae music these people are quite conscious already; their 
intention maybe is not going to change compared to those younger demographic 
pop gangs who might be different. [EM4] 
Finally, the interview findings show that in some festival communities, littering behaviour is 
not considered as socially unacceptable. Specifically, throwing cigarette butts on the ground is 
a common behaviour among smokers at festivals, as one participant commented:  “I think 
cigarette butts always are going to be a problem because people just throw their cigarette 
butts on the ground and it is part of their culture” [EM9]. This is supported by one manager’s 
comment: 
… if you are in a bar and somebody is starting a fight everybody looks around 
and looks at them because it is not socially acceptable to do that; but we hadn’t 
arrived at the level with putting your litter in the incorrect bins or putting your 
cigarette on the ground. I think that people are less likely to see this as socially 
unacceptable. They may not see this as acceptable, but they do not see that it is 
such a wrong thing. [EM4] 
The existence of an environmentally responsible norm in festival communities can have a 
positive impact, according to the managers interviewed. This norm can be activated by 
attendees’ interactions or by observing and imitating other people’s behaviours. In addition, 
caring for the environment is seen as a norm for some event communities, but not for others. 
These attitudes are evident in the festival community and are accepted by the attendees who 
identify with these beliefs.  Thus, event managers may want to consider strategies that seek to 
influence communities into accepting and promoting an environmentally responsible norm.   
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Liminal Space and Anonymity  
The concept of liminal space recognises that people’s sense of identity changes to some 
extent when they are in a novel environment, which induces disorientation and the possibility 
of new perspectives and behaviours (Turner, 1982). Managers observed that attendees at 
festivals are more receptive to experiment with different behaviours and to meet different 
people, with whom they may not interact in other places. This argument is demonstrated in 
the following extracts:  
 
The festival is an opportunity to experiment with other people that normally they 
wouldn’t find in any other place, and share beliefs about environmentalism [EM1] 
 
Especially music festivals tend to be a place, I think, where people would change 
their behaviour from their normal day behaviours, where that can work well in 
our favour. They might; for example, there are more clients that are re-using a 
plastic cup in the bar when they wouldn’t do this at another festival or at home 
for instance. [EM4] 
Managers suggested that attendees at a massively crowded festival (especially those at 
night time) may have a sense of anonymity and this may enhance the likelihood of 
acting outside the festival norms or social conventions. The following extract 
reinforces this idea: 
If people don’t feel that they have been watched, definitely this influences how they 
behave towards the environment, especially at festivals. For example when our 
vendors are in their stations and people feel observed, people tend to do the right 
thing. [EM6]  
Therefore, the attendees’ anonymity at the festival may contribute to negative 
behaviours as illustrated below.  
When you are in a massive crowd and you’re dancing away you might feel like a 
tiny piece of the puzzle and nobody can see you, so your actions are almost hidden 
in a crowd of people. A lot of festivals are held at night time so physically people 
feel hidden and enveloped by the dark as well. So generally, I’ve found more litter 
when the festival is at night. [EM4] 
The comments above suggest that when attendees perceive that they might be judged by the 
community for their actions, they tend to be environmentally responsible. Interestingly, 
results also suggest that attendees’ perceptions seem to change when they can withhold their 
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identity and behave outside of the social norms established at the festival. As a consequence, 
some managers suggested advertising the festival’s green goals and teaching people about 
what is considered acceptable within the festival community.  
4.1.3 Event Management Strategies 
Advertising and educational initiatives 
Pre-event initiatives 
Event managers commented that attendees’ awareness of the festival’s environmental goals is 
crucial to encouraging desirable behaviours at the festival. Hence, pro-environmental 
advertising campaigns might reinforce the whole concept of the festival as green and thus 
induce positive behaviours. In fact, managers who were running festivals that promote their 
festival as green suggested that if the festival is promoted as green this may attract a certain 
type of people who are already environmentally responsible. “There is a NSW festival that is 
a good example of being green. The people that go there get it; they are already converted” 
[EM5]. Managers commented that it is important to make sure people are aware of their 
environmental initiatives before the event. This idea is also illustrated in the following 
comment:  
Since the 2001 festival we instituted quite a lot of campaigns with our audience 
towards environmental awareness and even with our stakeholders. We set – I guess 
– the rules in place which had become really strengthened in our ongoing 
dedicated returned audience for the last 11 years; they teach each other. [EM6] 
They mentioned that attendees’ using the festival website and sending e-newsletters to their 
subscribers before the festival are effective in raising awareness as illustrated below:  
We have over 555,000 e-newsletter subscribers who we send prior to tickets 
going on-sale, information about the carbon offset tickets. During and after the 
ticket sales, we also send info about our environmental programs, also the do’s 
and don’ts we want people to do. With these conventions we do influence the 
patrons to think about respect for the environment. [EM5] 
The purpose of this advertising effort before the festival is to communicate the festival’s 
green goals. However, managers commented on the need for complementary advertising and 
initiatives at the event.  
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On-site initiatives 
Managers shared their experiences about their collaboration with sponsors and/or partners to 
get access to financial aid and/or join efforts to encourage pro-environmental behaviours on-
site as demonstrated in the following comment:   
… 2010 we had a project that was called: “respect the village leave no trace”. 
We had support from Keep Australia Beautiful by way of funding. This 
encouraged attendees not to bring as much packaging, not to bring or leave 
broken camping items on the ground. …with their financial assistance, we 
produced very large signs which had excellent impact visually where the patrons 
were arriving. [EM3]  
In addition to this financial support that facilitates the implementation of on-site initiatives, 
collaboration enabled them to motivate attendees’ positive behaviours at the festival through 
pro-environmental speakers: 
We will get people from various organisations like Greenpeace and climate 
change, that sort of thing. I didn’t know whether this was going to work out or 
not, but it worked amazingly. They are very well patronised and you can have 100 
to 200 to listen to that specific speaker about environmental issues and I think 
that is a very powerful message. [EM5] 
These activities gain relevance when they are performed by community reference groups that 
are recognised for their pro-environmental activism. A manager named this type of activity as 
forums. “The forums … have a program through the day and have a large number of people 
that are presenting, and they have environmental programs and panels” [EM5]. Hence, in 
providing pro-environmental advertising and education via environmental groups, festivals 
not only prompt attendees to behave in a responsible way, but also gain credibility in terms of 
their green credentials. 
The managers suggested that green advertising before and education at the event are 
important to build a culture of environmentally responsible behaviours. However, interviews 
revealed that this communication of the festival’s green goals would be insufficient unless 
suitable pro-environmental facilities are provided.  
Provision of facilities and signage 
Managers suggested that providing appropriate facilities was the main way to encourage 
responsible behaviours. Such facilities included: ‘waste disposal bins and bags’, ‘recycling 
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stations’, and ‘providing fresh water during the festival’. Additionally, ‘on-site composting 
services’, ‘shuttle buses to the festival’ and ‘alternative energy’ were useful. Among these 
facilities the managers suggested that the ‘use of biodegradable cutlery and crockery at the 
event’ contributes to their waste management policies and should be a specific requirement of 
food vendors. A critical area from the view of managers is to provide appropriate bins in 
convenient places with clear purpose and instruction, as illustrated below.  
…provide plenty of rubbish containers…people can see the difference between the 
recycling bin and the ordinary bin so that they are not tempted to drop things 
because there is a special bin to put the things in. [EM9] 
Managers pointed out that having clear and large signage is important to complement the 
provision of bins to encourage positive behaviours: “I think probably the huge signage that 
we provide. So that they know what to do; so I think that influences their behaviours” [EM7]. 
Managers explained that putting in place ‘large signs’, ‘posters’, and ‘pocket guides with the 
program’ contributes toward supporting the initial electronic awareness campaigns. As a 
result of this, “people engage more in positive behaviours when there are signs everywhere” 
[EM1] that prompt them to behave in a more responsible way with respect to the environment 
at the festival. In addition, these campaigns are supported by performers at the festival, as the 
following illustrates:  
… appoint ambassadors that are celebrities or performers and they sort of spread 
the message and often they would do that when they are at their performance or 
remind people to pick up your rubbish after you, keep it clean. [EM9] 
Interview findings reveal that as well as providing the appropriate facilities it is important to 
identify problems that attendees might face in using these facilities. For example:  
…instead of having a yellow lid and green lid, we have on each bin a list of what 
are the things that they can put in the bin; they may be familiar with the colour 
coding but this helps them to double-check. [EM4] 
…seeing barriers that prevents people doing something, for instance, they might 
not want to cycle because they are carrying their luggage, so we said, how about 
if we offer the service to transport your luggage. So, I think that is how we went 
about preventing their problems, making them easy and accessible to people 
[EM4] 
Managers also commented that providing the facilities in an entertaining way is a key aspect 
to foster positive behaviours. Some festivals for instance have volunteers to assist people in 
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how to recycle and offered an ashtray with the festival logo as a reminder to keep their 
cigarette butts in the ashtray and not throw them on the ground. Other festivals use their own 
staff members to amuse and draw attendees’ attention to waste, as illustrated below. 
We actually have costumes and entertainers dress up as hunters and go around 
and make a big deal about people who throw their cigarettes on the ground. a 
little bit of interaction to provide some entertainment. [EM4]  
This section has discussed the relevance of providing not only green infrastructure but also 
guidance in how to use it properly. Results also suggest that this instruction works well when 
couched in a fun atmosphere. To complement these efforts, managers commented that 
incentives are also an effective and often entertaining way to enhance positive behaviours at 
festivals.  
Incentives 
Managers who promoted their festival as green stated that, by introducing incentive programs 
that help to communicate the festival’s green culture, environmentally responsible behaviours 
among attendees can be encouraged. These programs, however, can be more appealing to 
attendees if entertainment and symbolic rewards are combined to engage attendees in on-site 
pro-environmental initiatives, as illustrated in the comment below.   
We have volunteers that wear white sheriff t-shirts and sheriff patches and they 
gave stickers to those people that do what we asked them to do with the sign “the 
pledge” that they’ll respect the village, and the sticker was a reward that was quite 
successful. [EM3] 
These programs not only amuse attendees, but may also include an economic incentive that 
seems to be an effective way to reach the festival’s pro-environmental goals as demonstrated 
in the following extract: 
We had the last year at this festival in 2009, where we had a container deposit 
system. We gave one dollar back every time they (attendees) brought their can for 
recycling. That resulted in about a quarter of million cans being collected over 
three days at our festival and the site never looked cleaner. [EM6] 
Managers suggested that economic incentives can be used as both a reward and punishment. 
For example:    
If there are three or four more people the parking is free. If they come with 
less than three people they charge 20 or 30 dollars. So … we were able to 
increase the car occupancy rate from about 2.4 people per car to 2.7, which 
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is fantastic; that resulted in seven or eight hundred cars not coming to the 
festival. [EM5]  
Some managers commented that using both rewards and punishments is necessary to 
encourage more commitment in attendees. For example, 
I use a carrot and stick approach. So the carrot might be rewarding them 
for doing something right towards the environment, and it might be a 
discount on their beer, or if they are re-using their cup. Or it can be a stick; 
a punishment like it can be, maybe, you’re paying more for your beer if you 
are not using a re-usable cup for instance. [EM4] 
Interestingly, one manager observed that to succeed with this approach the gratification for 
the positive behaviours has to be instantaneous, as illustrated in the following extract: 
I ran a program two years ago that … if people brought me 25 containers 
they can fill in a card and that card with their name and contact, and was 
going to enter into a draw during the festival to win one a skydive, an iPad, a 
festival merchandise. I was convinced that this was going to be a big hit; but 
it was a great failure because there was no immediate gratification. …the 
other program that we had that ran very successfully was the container 
deposit system. When somebody puts a dollar deposit down they want that 
dollar back; this particular system has a participation rate of 80 - 90% and is 
so successful because of its economic value. [EM5] 
Some managers emphasised the idea that offering incentives is a strong influence, especially 
to younger audiences. However, others mentioned that economic incentives are a short-term 
solution. They were more in favour of providing cognitive incentives such as the learning 
experience gained from participating in the festival’s pro-environmental programs, and 
affective incentives such as the attendees’ interaction and sense of belonging with the festival 
community. This is illustrated in the following extract:  
We try to encourage people to be part of the program. We don’t believe in 
economic incentives, as we believe that’s a wrong way to do it; but in the 
learning incentive of learning about the environment, meet people, and enjoy 
the festival experience. [EM2] 
In summary, managers who were familiar with providing incentives at their festivals reported 
that attendees tend to engage in responsible behaviours when there is an incentive attached to 
the positive behaviours. These incentives can be economic, cognitive or affective rewards, 
and contribute to building a culture of environmentally responsible behaviours into the 
festival community.  
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In conclusion, results reveal that event managers believe that attachment towards the festival 
and its place are relevant factors that may contribute to encouraging attendees’ 
environmentally responsible behaviours due to attendees’ sense of community. Further, they 
suggest that encouraging positive behaviours requires building a pro-environmental culture 
into an event’s community, using advertising and educational initiatives, pro-environmental 
facilities, and incentives.  
4.1.4 Summary of Results - Component 1 
In relation to on-site pro-environmental behavioural issues, the interviews focussed mainly on 
attendees’ waste management, and confirmed that waste management is the most relevant 
pro-environmental behaviour of interest.  
Managers acknowledged the importance of attendees’ sense of community and considered 
that people’s strong identity with and connection to the festival place (place attachment) and 
its community (festival attachment) are important factors that encourage attendees’ 
environmentally responsible behaviours. In addition, results reveal that building a culture of 
environmentally responsible behaviours into the event community is considered an important 
driver to encourage environmentally responsible behaviours. This includes the festival 
community’s norms in relation to environmentally responsible behaviours, and a 
consideration of the effects of liminal space and anonymity.  
Managers suggested a number of actions that can be taken to build such a culture and thus 
encourage environmentally responsible behaviours among attendees: 
 (1) Advertising and educational initiatives: Managers in the present study suggested 
advertising the festival’s green goals and providing instruction in an entertaining way of what 
is considered acceptable within the festival community to reinforce the desirable norms at the 
festival. To reaffirm the festival’s goals, managers suggested implementing advertising and 
education initiatives before, during and after the festival. This constant communication may 
influence festival attendees to behave in a more environmentally responsible way. 
(2) Providing facilities: Managers observed that there is a need to provide the appropriate 
pro-environmental infrastructure. They considered that the provision of pro-environmental 
facilities (e.g., bins, recycling facilities, water supply control systems) and guidance in how to 
use them properly are important to support positive behaviours.  
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(3) Incentives: Managers believed that people tend to engage in pro-environmental 
behaviours when there is an incentive attached to enacting the positive behaviours. Managers 
commented that incentives to enhance positive behaviours could be in the form of economic, 
cognitive or affective rewards. The use of any or a combination of these rewards contributes 
to building a culture of environmentally responsible behaviours within the festival 
community.   
4.2 Results of Component 2: Attendees’ Pre-visit and Post-visit Online 
Surveys  
 
Literature reviewed in Chapter 2 has suggested that attendees’ psychographic characteristics 
are among the factors that may influence on-site environmentally responsible waste 
management behaviours in a music festival context. In this section, psychographic 
characteristics such as place attachment, festival attachment, pro-environmental 
predisposition, environmental attitudes, attendees’ perception of the festival as green, and 
self-identity as environmentally responsible are examined in relation to attendees’ 
environmentally responsible behavioural intentions and actual behaviours (Section 4.2.1). 
Attendees’ behavioural intentions and actual on-site behaviours are then compared (Section 
4.2.2). Attendees’ perceptions of barriers to and benefits of responsible waste management, 
as well as external factors such as the festival’s marketing strategies, are examined in relation 
to attendees’ environmentally responsible behaviours (Section 4.2.3).  
Pre-visit and post-visit online surveys were completed by people who attended a music 
festival from one to five days in natural areas or entertainment parks from December 2012 to 
May 2013. A total of 1,313 fully completed pre-visit and 420 post-visit questionnaires were 
returned (Section 3.5.1).       
4.2.1 The Influence of Pre-Visit Psychographic Variables on Behavioural 
Intentions and Actual Behaviours 
Attendees’ intentions to act in an environmentally responsible way were measured in relation 
to the following target behaviours: Put all my rubbish in the bins provided; put cardboard, 
papers and plastic bottles in recycling bins; be careful not to put food scraps in the recycling 
bin; only purchase food items with minimal packaging; and pick up other people’s litter and 
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dispose of it correctly. Target behaviours of those participants who indicated that they 
smoked were: Put my cigarette butts in the bin, not on the ground; and remind other people 
to put their cigarette butts in the bin, not on the ground.  Attendees’ average scores on the 
psychographic variables of place attachment, festival attachment, pro-environmental 
predisposition, environmental attitudes, self-identity as environmentally responsible, and 
attendees’ perception of the festival as green were calculated and yielded a score (out of 7) 
for each variable. The tables of means are located in Appendix D from table 39 to 44.  
A series of multiple regressions were conducted because prior research on pro-environmental 
behaviours indicates that the specific variables above are significant predictors of 
environmentally responsible behaviours. This technique was chosen because these variables 
were all measured at the same point in time to gain a better understanding of the correlation 
between pro-environmental behaviour (dependent variable) and the specific variables 
mentioned above (independent variables) (Field, 2009). Regarding the dependent variable, 
CBSM theory argues that environmentally responsible behaviours (e.g., litter collection, 
recycling, saving water, among others) are separate entities that therefore need to be studied 
separately (McKenzie-Mohr, Nemiroff, Beers, & Desmarais, 1995; McKenzie-Mohr & 
Smith, 1999). Hence, the seven target behavioural intentions and actual behaviours were 
taken as individual-item dependent variables, while the psychographic variables mentioned 
above were calculated as composite independent variables. Both confirmatory and stepwise 
regression techniques were used to reduce reliability concerns of using a single method
16
 
(Hair et al., 2010; Huberty, 1989; Thompson, 1995). Results of these two techniques show 
the same variables as significant whether all the variables were entered into the regression 
model simultaneously (confirmatory method) or entered using the stepwise method. Hence, 
the stepwise regression findings are reported in this document
17
.  
                                               
16 Stepwise method: at each step, the independent variable not in the equation that has the smallest probability of 
partial F value is entered, if that probability is sufficiently small. Variables already in the regression equation are 
removed if their probability of partial F value becomes unacceptably large. The method terminates when no 
more variables are eligible for inclusion or removal. (Hair, Black, Babin, & Anderson, 2010). The stepwise 
method used the stepping method criteria of probability of p = 0.05 entry and p = 0.10 removal.  The 
confirmatory method includes the exact sets of independent variables specified by the researcher (Hair et al., 
2010). 
 
17 The assumptions of this technique were inspected by plotting the difference between the observed and the 
predicted values for the dependent variable –residuals, versus the independent variables (Hair et al., 2010). 
These plots showed no violation of the linearity of the dependent variable, constant variance of the error terms, 
independence of the error terms, and normality of the error term distribution assumptions. Multicollinearity was 
assessed by inspecting correlation matrixes, measures of variance inflation factors (VIF), and tolerance (TOL) 
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Behavioural intentions regression analysis 
The independent variables that are most strongly related to behavioural intentions across the 
five different behaviours shown in Table 17 are pro-environmental predisposition and self-
identity as environmentally responsible. In most cases, place attachment is a better predictor 
of behavioural intentions than festival attachment. Place attachment is a significant predictor 
but its relationship with behavioural intentions was weak (β < .13), except in relation to 
picking up other people’s litter, where its relative contribution was higher (β = .211). This 
may be because this behaviour requires more commitment than the other four target 
behaviours. 
 
A total of 204 smokers responded to the questionnaire. Findings show that the best predictors 
across the two relevant behavioural intentions are self-identity as environmentally 
responsible, pro-environmental predisposition and place attachment (Table 18). Interestingly, 
place attachment is found to be more important in relation to reminding other people to put 
their cigarette butts in the bin (β = .261) than in putting their own cigarette butts in the bin (β 
= .146). This behaviour is similar to picking up other people’s litter in that it also requires 
more commitment and involves taking responsibility for other people’s behaviour as well as 
one’s own. 
Given the similarity in results across the different behavioural intentions, an additional 
analysis was conducted using a composite measure of environmentally responsible 
behavioural intentions, all of which related in some way to waste management. A factor 
analysis and Cronbach’s alpha (0.865) conducted for the five target behaviours showed one 
single factor underlying the behavioural intentions. Hence, a composite measure was created 
as a mean of the individual items, thus retaining the 7-point scale, and used as a dependent 
variable while the psychographic variables were entered into the model as independent 
variables (Table 19). The same process was conducted for the smokers’ behaviours 
(Cronbach’s alpha 0.875). Results are similar to the first analysis: pro-environmental 
predisposition accounts for the largest amount of variance in explaining waste management 
behavioural intentions. Self-identity as environmentally responsible and place attachment are 
                                                                                                                                                  
(Field, 2009). All showed low multicollinearity among the independent variables, and high correlations between 
the dependent variable and the independent variables. All VIF values were not greater than 10, and TOL values 
were above 0.1(Field, 2009).  
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also important. These same three variables are also significant predictors of the smokers’ 
behaviours. Hence, this analysis confirms that these variables are significant predictors of 
both pro-environmental behavioural intentions as separate entities and general pro-
environmental behaviours. 
 
Table 17 Regression Analysis for Behavioural Intentions 
Independent  
Behavioural 
Intentions 1 
Behavioural 
Intentions 2  
Behavioural 
Intentions 3 
Behavioural 
Intentions 4 
Behavioural 
Intentions 5 
variables 
Put all my 
rubbish in 
the bins 
provided  
Put 
cardboard, 
papers and 
plastic 
bottles in 
recycling 
bins  
Be careful 
not to put 
food scraps 
in the 
recycling 
bin  
Only 
purchase 
food items 
with minimal 
packaging  
Pick up other 
people’s litter 
and dispose 
of it correctly  
  β β β β β 
Pro-
environmental 
predisposition 
0.266 0.315 0.251 0.285 0.4 
Self-identity as 
environmentally 
responsible 
0.174 0.187 0.178 0.179 NS 
Place 
attachment  
0.091 0.107 0.066 0.123 0.211 
Festival 
attachment 
0.068 0.085 0.074 0.102 0.088 
Environmentally 
responsible 
attitudes 
NS NS 0.091 0.134 0.1 
R²  .228,  0.304 0.268 0.392 0.38 
Adjusted R²  0.226 0.302 0.265 0.39 0.378 
F 
(4,1308) = 
96.79 
(4, 1308) = 
143.081 
  (5,1307) = 
95.84  
(5, 1307) = 
168.804 
(4,1308) = 
200.524 
Note: p < .001 for all variables; NS = no significant  
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Table 18 Regression Analysis for Behavioural Intentions – Smokers 
Independent 
variables 
Behavioural Intentions 
6 
Behavioural 
Intentions 7 
 
Put my cigarette butts in 
the bin, not on the 
ground  
Remind other 
people to put their 
cigarette butts in the 
bin, not on the 
ground 
  β β 
Environmental  
0.197 0.213 
predisposition 
Self-identity as 
environmentally 
responsible 
0.312 0.291 
Place attachment  0.146 0.261 
Festival attachment NS NS 
Environmentally 
responsible 
attitudes 
NS NS 
R²  0.287 0.362 
Adjusted R²  0.276 0.353 
F (3, 199) = 26.652 (3, 200) = 37.840 
Note: p < .001 for all variables 
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Table 19 Regression Analysis General Pro-environmental Behavioural Intentions 
Independent 
Variables  
Behavioural 
Intentions 8 
Independent 
Variables 
Behavioural 
Intentions 9 
 
Waste 
disposal 
 
Waste 
disposal 
Smokers 
  β 
 β 
Pro-
environmental 
predisposition 
0.373 
Self-identity as 
environmentally 
responsible 
0.274 
Self-identity as 
environmentally 
responsible 
0.165 
Place 
attachment 
0.242 
Place 
attachment  
0.154 
  
Pro-
environmental 
predisposition 
0.233 
Festival 
attachment 
0.104 
Festival 
attachment 
NS 
  
Environmentally 
responsible 
attitudes 
0.100 
Environmentally 
responsible 
attitudes 
NS 
R²  0.476 
R² 0.345 
Adjusted R²  0.474 
Adjusted R² 0.335 
F 
(5,1307) = 
237.045 
F 
(3, 203) = 
35.605 
Note: p < .001 for all variables 
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Actual behaviours regression analysis 
The independent variables that are most strongly related to actual behaviours (measured by 
self-report after the festival) are pro-environmental predisposition and place attachment 
(Table 20). In most cases, place attachment is a better predictor of actual behaviours than 
festival attachment. However, festival attachment is a significant predictor in relation to 
‘picking up other people’s litter’ (β = .223), and ‘putting all my rubbish in the bins provided’ 
(β = .140). Self-identity is a weak but significant predictor in relation to three of the five 
behaviours. The regression analysis does not show any significant predictors for smokers’ 
actual behaviours. 
Table 20 Regression Analysis for Actual Behaviours 
Independent 
Variables  
Actual 
Behaviour 1 
Actual 
Behaviour 
2  
Actual 
Behaviour 
3 
Actual 
Behaviour 
4 
Actual 
Behaviour 5 
 
Put all my 
rubbish in 
the bins 
provided  
Put 
cardboard, 
papers and 
plastic 
bottles in 
recycling 
bins  
Be careful 
not to put 
food scraps 
in the 
recycling 
bin  
Only 
purchase 
food items 
with 
minimal 
packaging  
Pick up other 
people’s litter 
and dispose 
of it correctly  
  β β β β β 
Pro-
environmental 
predisposition 
0.241 0.162 0.234 0.25 0.315 
Self-identity as 
environmentally 
responsible 
NS 0.15 0.135 0.15 NS 
Place 
attachment 
0.232 0.273 0.21 0.208 0.21 
Festival 
attachment 
0.14 NS NS NS 0.223 
Environmentally 
responsible 
attitudes 
NS NS NS NS NS 
R²  0.229 0.231 0.228 0.252 0.334 
Adjusted R²  0.224 0.226 0.222 0.247 0.329 
F 
(4,418) = (4, 418) = (4,418) =  (4, 418) =  (4,418) =  
41.15 41.571 40.789 46.633 69.274 
Note: p < .001 for all variables; NS = no significant 
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Results of the regression analysis using an actual behaviours composite measure
18
 as a 
dependent variable show similar outcomes to the individual behaviours (Table 21). Pro-
environmental predisposition is the strongest predictor followed by place attachment. Festival 
attachment and self-identity as environmentally responsible are also weak but significant 
predictors. 
Table 21 Regression Analysis General Pro-environmental Actual Behaviours 
Independent  
Variables 
Actual Behaviours 8 
 
Waste disposal 
  β 
Pro-environmental  
0.292 
Predisposition  
Self-identity as 
environmentally 
responsible 
0.127 
Place attachment  0.259 
Festival attachment 0.141 
R²  0.401 
Adjusted R²  0.395 
F 
(4,418) = 
69.367 
 
 
 
  
A comparison of tables 19 and 21 reveals that (a) pro-environmental predisposition is the 
strongest predictor of both behavioural intentions and actual behaviours; (b) predisposition 
and self-identity are more strongly related to intentions than to actual behaviour; (c) place 
attachment and festival attachment are more strongly related to actual behaviours than to 
intentions; and (d) environmental attitudes add little in addition to the above factors.  
4.2.2 Discrepancies between Pre-Visit Intentions and Post-Visit Reports of 
Behaviour  
In the pre-visit survey, 1,104 attendees provided their email addresses to participate in the 
post-visit survey after their visit to the specified music festival. Hence, the final post-visit 
sample consisted of 420 participants who had fully completed both the pre-visit and the post-
                                               
18 A factor analysis and Cronbach’s alpha (0.845) conducted for the five target behaviours showed one single 
factor underlying the actual behaviours. 
Note: p < .001 for all variables 
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visit survey. To compare behavioural intentions and subsequent behaviours, a paired sample 
t-test was performed for the seven target behaviours
19
. The purpose of this was to identify 
consistencies or discrepancies between behavioural intentions and actual behaviours. Both 
sets of items used the same strongly disagree – strongly agree response scale. In summary, 
paired t-test results show that, for five out of seven behaviours, attendees’ responsible 
behavioural intentions before the festival are significantly higher than their actual behaviours 
at the festival. These results are reported in Table 22. 
Four of the five behaviours are related to segregating waste and one is related to reminding 
other people to put their cigarette butts in the bin. No significant differences are found 
between behavioural intentions and actual behaviours in relation to purchasing food items 
with minimal packaging and disposing of waste in the bins provided. This may suggest that 
adequate facilities are provided for these behaviours to occur, but not for the others.   
 
 
 
 
 
 
 
 
 
 
 
                                               
19 The distribution of the differences was approximately normally distributed within the seven target behaviours 
between the two related groups. 
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Table 22 Paired t-tests Behavioural Intentions versus Actual Behaviours 
Behaviour 
Pre-visit 
Mean 
Post-visit  Mean 
Difference 
T test  p value 
Mean 
Put all my 
rubbish in the 
bins provided 
during the 
festival  
6.28 6.33 0.05 t (419) = -.557 p=.578 
Put cardboard, 
papers and 
plastic bottles 
in recycling 
bins 
6.09 5.82 0.27 t (419) = 2.659 p=.008 
Be careful not 
to put food 
scraps in the 
recycling bin  
6.07 5.81 0.26 t (419) = 2. 577 p=.010 
Only purchase 
food items with 
minimal 
packaging  
4.75 4.58 0.17 t (419) = 1.602 p=.110 
Pick up other 
people’s litter 
and dispose of 
it correctly  
4.15 3.84 0.31 t (419) = 2.277 p=.023 
Put their 
cigarette butts 
in the bin 
5.14 3.46 1.68 t (64) = 6.416 p = .001 
Remind other 
people to put 
their cigarette 
butts in the bin, 
not on the 
ground  
3.82 1.45 2.37 t (64) = 8.865 p = .001 
 
4.2.3 The Perceived Impact of Management Strategies, Benefits and Barriers on 
Attendees’ Environmentally Responsible Behaviours  
Extensive research in human behaviour has focused on the study of behavioural intentions as 
a predictor of actual behaviour. However, literature on environmentally responsible 
behaviours has suggested that the relationship between behavioural intentions and actual 
behaviours is not a simple one. To contribute to understanding the discrepancy between 
behavioural intentions and actual behaviours in the present study, the following section 
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reports the results of attendees’ perception of management strategies, benefits and barriers in 
influencing their environmentally responsible behaviours.  
Management strategies 
As it was impractical to measure the existence of the specific on-site management strategies 
at each different festival (participants had attended a total of 35 different festivals), 
participants were asked to rate the importance of each of eight management strategies to 
remind them to be environmentally responsible when they were at the festival (Table 23).  
Table 23 Mean importance of Management Strategies 
Management 
Strategies  
N Mean SD 
Bins in convenient 
locations 
420 6.2 1.146 
Signage at the 
festival 
420 4.64 1.612 
Bags provided at the 
festival 
420 4.55 1.742 
Program handouts 420 4.21 1.719 
The festival website 420 4.13 1.819 
Staff at the festival 420 4.02 1.674 
Observing other 
people at the festival 
420 4 1.608 
Performers at the 
festival 
420 3.84 1.689 
 
Providing bins in convenient locations is a more important strategy than any of the other 
strategies. This is the only strategy to receive a mean rating in the ‘important’ range (mean of 
5.5 – 6.5 on the 7 – point scale). Other strategies rated ‘somewhat important’ (mean rating 4.5 
– 5.5) are signage at the festival and bags provided at the festival.    
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For the smoker sample, having bins in convenient locations is more important than other 
strategies to support putting cigarette butts in the bin, and to remind other people to behave in 
this way (Table 24).  
Table 24 Means of Management Strategies – Smokers 
Management 
Strategies  
Smokers sample  
Mean SD 
N 
Bins in convenient 
locations 
93 6.2 1.34 
Signage at the 
festival 
93 4.48 1.803 
Bags provided at 
the festival 
93 4.26 1.811 
Program handouts 93 4.14 1.851 
The festival website 93 4.13 1.99 
Staff at the festival 93 3.98 1.882 
Observing other 
people at the 
festival 
93 3.9 1.72 
Performers at the 
festival 
93 3.82 1.805 
 
To appreciate the extent to which each management strategies contributed to attendees’ 
behaviours, participants were classified into three groups based on the difference between 
their composite behavioural intentions score (BI) and their composite actual behaviour score 
(BA).  The groups were (1) those who failed to live up to their intentions (BA-BI < -0.50); 
(2) those who (within half a scale point, on average) conformed with their intentions (-0.50 
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<= BA-BI <= +0.50); and (3) those whose behaviours exceeded their intentions (BA-BI > 
0.50).  The percentages of participants who fell into each of these groups were 41%, 24% and 
32%, respectively. This new classification variable was used to investigate the extent to 
which different management strategies are important to attendees who exceed, conform with, 
or fail to live up to their own intentions. 
Providing bins in convenient locations, signage at the festival and providing bags at the 
festival are important for all three groups, but are relatively more important when behaviours 
exceeded or equalled intentions (Table 25). This suggests that these strategies may help 
festival-goers to carry-out their intentions and even to behave in a more environmentally 
responsible way than they had initially intended.  
 
Table 25 Means and ANOVA for Main Strategies by Intention-Behaviour Discrepancies 
Groups 
Main 
Strategies 
Intention-Behaviour Discrepancies Groups  
Stats 
Failed to live 
up to 
intentions 
Conformed 
with 
intentions 
Exceeded 
intentions 
ANOVA 
Bins in 
convenient 
locations  
Mean 
SD 
5.99 
1.313 
6.24 
1.071 
6.41 
.932 
F(2,419)=5.312, 
p=.005 
Signage at the 
festival  
Mean 
SD 
4.19 
1.567 
5.00 
1.489 
4.93 
1.627 
F(2,419)=12.394, 
p=.001 
Bags provided 
at the festival  
Mean 
SD 
4.28 
1.788 
4.82 
1.673 
4.69 
1.702 
F(2,419)=3.791, 
p=.023 
 N  172 103 145 Total  420 
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Similarly, providing bins in convenient locations is the most important strategy for smokers 
regardless of whether their behavioural intentions and actual behaviours are discrepant or 
congruent. The results show that signage, staff and performers at the festival are other 
important strategies that may help smokers to carry out their intentions (Table 26). 
Table 26 Management Strategies – Smokers Means and ANOVA test by Intention-
Behaviour Discrepancies in Environmentally Responsible Behaviours 
Main 
Strategies  
Intention-Behaviour Discrepancies Smokers Groups 
Stats 
Failed to 
live up to 
intentions  
Conformed 
with 
intentions  
Exceeded 
intentions 
ANOVA 
Bins in 
convenient 
locations 
Mean 
SD 
6.00 
1.616 
6.35 
.786 
6.33 
1.243 
F(2,92)=.711, 
p=.494 
Signage at 
the festival 
Mean 
SD 
3.76 
1.801 
4.76 
1.437 
5.05 
1.654 
F(2,92)=5.665, 
p=.005 
Staff at the 
festival  
Mean 
SD 
3.38 
1.905 
4.18 
1.879 
4.46 
1.745 
F(2,92)=3.431, 
p=.037 
Performers 
at the 
festival 
Mean 
SD 
2.97 
1.691 
4.65 
1.693 
4.26 
1.666 
F(2,92)=8.070, 
p=.001 
 N  37 17 39 Total  93 
 
Another management strategy that was not included in the list of items that attendees were 
asked to rate,  was promotion of the festival as a green festival, although attendees were 
asked to indicate whether they considered the festival to be a green (environmentally 
friendly) festival.   In this research sample, 74 participants attended festivals that were 
officially defined as green
20
, while 346 attended festivals defined as non-green. A comparison 
between people who attended green and non-green festivals by intention-behaviour 
discrepancies group was carried out (Table 27).  
 
                                               
20 There were two criteria for assigning festivals as green in this study: First, the festival’s promotion as green 
via their official website; and second, the festival’s commitment to national or global environmental 
organisations to monitor their environmental impact against present environmental standards. Those festivals 
that did not fulfil these criteria were considered as not green. 
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Table 27 Chi-Square Test of Green – Non-Green Attendance by Intention-Behaviour 
Discrepancies Groups 
Intention-Behaviour Discrepancies Groups 
 Failed to live up 
to intentions  
Conformed with 
intentions  
Exceeded 
intentions 
Total 
Attendance Count 
 
% 
within 
green vs 
non-
green 
festival 
Count 
 
% 
within 
green vs 
non-
green 
festival 
Count 
 
% 
within 
green vs 
non-
green 
festival 
Count % 
green 
vs 
non-
green  
Attended 
Non-Green 
Festival 
150 43% 84 24% 112 32% 346 100% 
Attended 
Green 
Festival 
22 30% 19 26% 33 45% 74 100% 
Total 172 41% 103 24.5% 145 35% 420 100% 
Pearson Chi-square 
 χ² (2, N = 420) = 5.450, p  value = 0.066 
 
A chi-square test showed no significant difference when comparing intention-behaviour 
discrepancies of those who attended green and non-green festivals. However, when 
attendees’ self-reported perceptions of whether the festival was green were considered, a 
significant difference in intention-behaviour discrepancies was found (Table 28).  
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Table 28 Chi-Square Test – Perception of the Festival as Green by Intention-Behaviour 
Discrepancies Groups 
Intention-Behaviour Discrepancies Groups 
Consider this 
festival to be a 
green* festival 
Failed to live 
up to 
intentions  
Conformed 
with intentions  
Exceeded 
intentions 
Total 
Count % Count % Count % Count % 
Definitely is – 
Mostly is  
39 22% 47 28% 84 50% 170 100 
Mostly is not – 
Definitely is not 
85 60% 22 16% 34 24% 141 100% 
Do not know 
48 44.4% 33 30.6% 27 25% 108 100% 
Total 172 41.1% 102 24.3% 145 34.6% 419 100% 
Pearson Chi-square 
 χ² (4, N = 419 ) = 51.623, p  value = 0 .001 
*environmentally friendly 
Respondents were asked whether they thought the festival they attended was green by 
selecting one of 5 options: ‘definitely is’; ‘mostly is’; ‘mostly is not’; ‘definitely not’; or 
‘don’t know’. The correspondence between the festival’s defined classification as green and 
respondents’ perceptions is reported in Appendix D in Table 49. Of those who considered 
that the festival was ‘definitely’ or ‘mostly’ green, 78% had behaviours that equalled or 
exceeded their intentions. Of those who considered that the festival was ‘definitely not’ or 
‘mostly not’ green, only 40% had behaviours that equalled or exceeded their intentions. This 
suggests that attendees’ perceptions of being at a green festival are more important in 
influencing their behaviours than the festival’s stated policies and official classification as 
green.  
These findings in general indicate the importance of management strategies to prompt 
attendees’ environmentally responsible behaviours, in particular, bins in convenient locations 
and signage at the festival. Results also suggest that discrepancies between behavioural 
intentions and actual behaviours may be influenced by attendees’ perceptions of being at a 
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green festival.  The majority of people who believe they are attending a green festival exceed 
their intentions at the festival, while the majority of those who believe the festival is not 
green fail to match their own intentions.   
Perceived benefits 
Participants were asked to rate the relative importance of seven reasons to behave in a 
responsible way towards the environment at a music festival
21
. In contrast to the management 
strategies, the means shown in this section were all higher than 4.5 (“somewhat important”). 
The most important reasons (ratings in the “important” range 5.5 – 6.5) were identified as 
“because it was the right thing to do”, “because it was important for the environment”, and 
“because it kept the festival site more pleasant” (Table 29).  
The relative importance of these three reasons differed when comparing those people who 
failed to live up to their intentions with those who met or exceeded their intentions
22
 (Table 
30). Although these beliefs were important for all three groups, they were relatively more 
important when behaviours exceeded intentions, and less important when intentions were 
unfulfilled. This pattern was similar for three out of six of the benefit items. This suggests 
that these beliefs may influence attendees to be congruent with their behaviours or to behave 
in a more environmentally responsible way than they had initially intended.  
 
 
 
 
 
 
 
 
 
 
                                               
21  These reasons were taken from the pilot study where participants identified the main benefits that they 
believed could be gained if people behaved in a more pro-environmental way at a music festival. 
22 The ANOVA test did not fulfil the assumption of the equal variance of groups. Therefore, both, Kruskal-
Wallis and ANOVA tests are reported. 
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Table 29 Mean Importance of Perceived Benefits 
Important Reasons to behave in an 
environmentally responsible manner 
N Mean SD 
Because it was the right thing to do 420 6.18 1.125 
Because it was important for the 
environment 
420 6.05 1.322 
Because it kept the festival site more 
pleasant 
420 5.99 1.383 
Because it was important to respect the 
land owners 
420 5.28 1.669 
Because it made you feel good about 
yourself 
420 5.26 1.412 
Because it enhanced the festival's 
reputation 
420 4.66 1.778 
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Table 30 Means and ANOVA & Kruskal-Wallis Tests of Main Benefits by Intention-
Behaviour Discrepancies Groups 
Main Benefits Intention-Behaviour Discrepancies Groups  
Stats 
Failed to 
live up to 
intentions  
Conformed 
with 
intentions 
Exceeded 
intentions 
ANOVA 
Kruskal- Wallis 
It’s the right 
thing to do 
Mean 
SD 
5.84 
1.281 
6.28 
1.042 
6.51 
.843 
F(2,419)=15.375,p=.001 
H(2,420)=36.27,p=.001 
It was important 
for the 
environment  
Mean 
SD 
5.51 
1.580 
6.18 
1.046 
6.60 
.820 
F(2,419)=31.724,p=001 
H(2,420)=61.57,p=.001 
It kept the 
festival site more 
pleasant  
Mean 
SD 
5.43 
1.665 
6.25 
.987 
6.46 
.972 
F(2,419)=27.138,p=.001 
H(2,420)=51.39,p=.001 
 N 172 103 145 Total 420 
 
To examine the relationships between reasons for behaving in a pro-environmental manner 
(individual items, independent variables) and actual environmental behaviours (individual –
item, dependent variables) a series of multiple regressions with stepwise method was 
conducted
23
. Results show that there are three main reasons that seem to be consistently 
related to doing the right thing with respect to the environment
24
 (Table 31).  These are:  
 because it keeps the festival site more pleasant (mild-moderate effect on 4 out of 7 
behaviours) 
 because it is important for the environment (mild effect on 5 out of 7 behaviours) 
 because it enhances the festival’s reputation (mild effect on 4 out of 7 behaviours) 
 
 
 
                                               
23
 The criteria used was p = 0.05 entry and p = 0.10 removal. To avoid reliability issues an entered method was 
also applied (Huberty, 1989; B. Thompson, 1995). The two methods showed the same variables as significant, 
therefore, the stepwise regression model23 and models which obtained R² > 0.10 are reported here for easy 
representation of the findings 
24 Independent variables β > 0.2 
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Table 31 Regression Analysis of Perceived Benefits 
Independent 
variables 
Behav. 1 Behav. 2 Behav. 3 Behav. 4 Behav. 5 Behav. 6 Behav. 7 
 Put all my 
rubbish in 
the bins 
provided 
Put 
cardboard, 
papers and 
plastic 
bottles in 
recycling 
bins 
Be 
careful 
not to 
put food 
scraps in 
the 
recycling 
bin 
Only 
purchase 
food 
items 
with 
minimal 
packaging 
Pick up 
other 
people’s 
litter and 
dispose 
of it 
correctly 
Put my 
cigarette 
butts in 
the bin, 
not on 
the 
ground 
Remind 
other 
people to 
put their 
cigarette 
butts in 
the bin, 
not on the 
ground 
 β β β β β β β 
Because it kept the 
festival site more 
pleasant 
0.419 0.304 0.225 NS 0.183 NS NS 
Because it was 
important for the 
environment 
0.143 0.318 0.237 0.217 0.219 NS NS 
Because it was the 
right thing to do 
0.141 NS NS NS NS NS NS 
Because it was 
important for the 
land owners 
NS NS 0.145 0.105 NS NS NS 
Because it enhances 
the festival’s 
reputation 
NS NS NS 0.263 0.232 0.254 0.317 
Because it made 
you feel good about 
yourself 
NS NS Ns NS NS 0.247 NS 
R²  0.375 0.302 0.269 0.33 0.276 0.188 0.101 
Adjusted R²  0.371 0.298 0.264 0.326 0.271 0.17 0.091 
F (3,416) = (2, 417)= (3,416) = (3, 416) =  
   68.430 
(3,416) = (2, 89) = 
10.330 
(1, 90) = 
83.208 90. 085 50.989 52.941 10.072 
 
 
 
       
A factor analysis of the benefit statements showed three main factors (Appendix D, Table 
46). One related to pro-environmental reasons (e.g., ‘because it was important for the 
environment’, ‘it is something I always do’), the second to pro-self-reasons (e.g., ‘because it 
made me feel good about myself’), and the third related to pro-festival reasons (e.g., ‘because 
it enhances the festival’s reputation’, ‘because it kept the festival site more pleasant’). Hence, 
Note: p < .001 for all variables. NS= No significant  
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composite benefits factors were created as a result of this analysis and used as independent 
variables in the regression techniques to provide further insight into these results.  
Results show that pro-environmental reasons are the most important for waste management 
behaviours; pro-festival reasons are the most important for purchasing minimal packaging 
and picking up others’ litter; and pro-self-reasons are most important for putting cigarette 
butts in the bins and reminding other people to do so (Table 32).   
Table 32 Regression Analysis of Perceived Benefits – Factors as Independent Variables 
Independent 
variables 
Behav. 1 Behav. 2 Behav. 3 Behav. 4 Behav. 5 Behav. 6 Behav. 7 
 
Put all my 
rubbish in 
the bins 
provided  
Put 
cardboard, 
papers and 
plastic 
bottles in 
recycling 
bins  
Be 
careful 
not to put 
food 
scraps in 
the 
recycling 
bin  
Only 
purchase 
food items 
with 
minimal 
packaging  
Pick up 
other 
people’s 
litter and 
dispose 
of it 
correctly  
Put my 
cigarette 
butts in 
the bin, 
not on 
the 
ground  
Remind 
other 
people to 
put their 
cigarette 
butts in 
the bin, 
not on 
the 
ground 
 
β β β β β  β  β 
Because of the 
environment 
0.454 0.432 0.390 0.309 0.278 NS NS 
Because of the 
festival 
0.335 0.303 0.318 0.422 0.387 NS 0.250 
Because of self-
benefits 
NS NS NS NS NS 0.375 0.223 
R²  0.389 0.342 0.305 0.332 0.289 0.164 0.120 
Adjusted R²  0.385 0.338 0.300 0.327 0.284 0.135 0.090 
F 
(3,419) = 
88.273 
(3, 419)=  
70.21 
(3, 419)=  
60. 742 
(4, 419) = 
68.934 
(2,419) =  
56.437 
(3, 91) 
= 5.747 
(3, 91) =  
4.012 
 
 
 
       
 
Note: p < .001 for all variables 
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In short, these findings indicate that attendees’ beliefs in the benefits that can be gained when 
behaving in an environmentally responsible manner at the festival contribute to engaging in 
positive behaviours. In addition, results suggest that pro-environmental benefits, pro-festival 
benefits, and self-benefits are strong reasons to behave in a responsible manner at the festival 
but in higher or less intensity depending on the type of behaviour.  
Perceived barriers 
Participants were asked to rate the relative influence of eight barriers
25
 in stopping them from 
doing the right thing for the environment when they were at the festival. Interestingly, the 
means of these items were all below the midpoint of four suggesting that perceived barriers 
may not be considered to be very important by participants. The highest rated barriers (in the 
‘neither important nor unimportant’ range, 3.5 – 4.5) were: ‘there were not enough options 
for purchasing food with minimal packaging’; and ‘there were no adequate facilities for me to 
do it’ (Table 33).  
Table 33 Mean Importance of Perceived Barriers 
Barriers N Mean SD 
There were not enough options for 
purchasing food with minimal packaging 
420 3.79 1.894 
There were no adequate facilities, e.g., bins 
for me to do it 
420 3.77 2.072 
It would have taken too much time or effort 
to do it 
420 3.25 1.901 
It would have been unpleasant to do it 420 3.03 1.758 
I didn’t know how to do it 420 2.6 1.583 
I meant to do it but forgot 420 2.6 1.559 
I didn’t think it would make any difference 
if I did it 
420 2.53 1.696 
It’s not my responsibility to do it 420 2.42 1.579 
It's hard to break the habit 420 2.41 1.462 
 
                                               
25 These barriers were taken from the pilot study where participants identified the main barriers that they 
believed could stop their pro-environmental behaviour at a music festival. 
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The relative importance of these barriers differed when comparing those people who fail to 
live up their intentions with those who meet or exceed their intentions
26
 (Table 34). These 
barriers are considered to be relatively more important by those whose intentions are 
unfulfilled, and considered relatively less important by those whose behaviour exceeds 
intentions.  This pattern was confirmed for four out of nine barriers.  
 
Table 34 Means and ANOVA & Kruskal-Wallis Test of Main Barriers by Intention-
Behaviour Discrepancies Groups 
Main Barriers Intention-Behaviour Discrepancies Groups  
Stats Failed to 
live up to 
intentions 
Conformed 
with 
intentions 
Exceeded 
intentions 
ANOVA 
Kruskal-Wallis 
There were no 
facilities for me 
to do it  
Mean 
SD 
4.62 
1.911 
3.21 
1.984 
3.17 
1.979 
F(2,420)=27.50,p=.001 
 
It would have 
taken too much 
time or effort 
to do it  
Mean 
SD 
3.91 
1.928 
2.83 
1.751 
2.76 
1.741 
F(2,420)=19.44,p=.001 
It would have 
been 
unpleasant to 
do it  
Mean 
SD 
3.45 
1.775 
2.80 
1.671 
2.69 
1.706 
F(2,420)=8.80,p=.001 
There were not 
enough options 
for purchasing 
food with 
minimal 
packaging 
Mean 
SD 
4.26 
1.859 
3.54 
1.656 
3.41 
1.984 
F(2,419)=9.54,p=.001 
H(2,420)=17.88,p=.001 
 N 172 103 145 Total 420 
 
                                               
26 The item ‘there were not enough options for purchasing food with minimal packaging’ did not fulfil the 
assumption of the equal variance of groups while testing ANOVA. Therefore, both, Kruskal-Wallis and 
ANOVA tests are reported. 
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Results indicate three barriers that appeared to consistently predict a low level of engagement 
in responsible behaviours. These are: 
 I didn’t think it would make any difference if I did it 
 there were no adequate facilities for me to do it 
 it would have taken too much time or effort to do it 
The belief that seemed to be most important among these three reasons was the statement ‘I 
didn’t think it would make any difference if I did it.’ That is, the more important the 
participants perceived this barrier to be, the less likely they were to engage in 
environmentally responsible behaviour. Thus, low participation in waste management 
activities may result when attendees do not believe their participation is necessary to keep the 
festival clean.  
To analyse the data from a different perspective, environmentally responsible behaviours 
(individual-item, dependent variable) were examined in relation to the different barriers to 
behave in a pro-environmental manner mentioned above (individual-items independent 
variables) using multiple regression (Table 35).  
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Table 35 Regression Analysis of Perceived Barriers 
Independent 
variables 
Behaviour 
1 
Behaviour  2 
Behaviour 
3 
Behaviour 
4 
Behaviour 5 
 
Put all my 
rubbish in 
the bins 
provided  
Put cardboard, 
papers and 
plastic bottles 
in recycling 
bins  
Be careful 
not to put 
food scraps 
in the 
recycling 
bin  
Only 
purchase 
food items 
with 
minimal 
packaging  
Pick up other 
people’s litter 
and dispose 
of it correctly  
  β β β β β 
I didn’t think 
it would make 
any difference 
if I did it 
-0.342 -0.299 -0.33 -0.112 -0.183 
It would have 
taken too 
much time or 
effort to do it 
-0.17 NS NS -0.221 -0.194 
There were 
no adequate 
facilities for 
me to do it 
NS -0.248 -0.257 -0.173 NS 
There were 
not enough 
options for 
me to do it 
NS NS NS NS NS 
R²  0.214 0.211 0.21 0.162 0.113 
Adjusted R²  0.21 0.207 0.206 0.156 0.109 
F 
(2,417) =  (2,414) =  (2,417) =  (3,416) =  (2, 417) =  
56.809 55.787 55.417 26.735 26.526 
Note: p < .001 for all variables 
 
A multiple regression analysis was used in entered and stepwise methods to avoid reliability issues. 
The criteria used was p= 0.05 entry and p = 0.10 removal for the stepwise method. The two methods 
showed the same variables as significant; therefore, only the stepwise regression model is reported in 
this section; and models which obtained R² > 0.10 for easy representation of the findings.  
 
4.2.4 Summary of Results – Component 2 
Overall, results show that attendees’ responsible behavioural intentions before the festival is 
significantly higher than their actual behaviours at the festival (five out of seven behaviours). 
Further, it is found that pro-environmental predisposition, place attachment, and self-identity 
as environmentally responsible are significant predictors of actual environmentally 
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responsible behaviours, but vary according to the target pro-environmental behaviour and the 
attendees’ perceptions of the ‘greenness’ of the festival that they attend. Finally, results show 
that on-site management strategies and attendees’ beliefs are important factors in encouraging 
environmentally responsible behaviours.  
4.3 Results Component 3: Interviews with Attendees  
Interviews were conducted with 81 participants (19 group and 3 individual interviews) at a 
green music and arts festival in New South Wales (Section 3.6 and Appendix E). This 
qualitative information was analysed in addition to comments provided by the 420 
participants who attended a green or non-green music festival and agreed to provide their 
opinion on the survey’s open-ended section.  Three main topics were discussed during the 
interviews via the open-ended topics:  
 participants’ opinions about what is the current situation at music festivals in terms of 
waste disposal;  
 participants’ beliefs about why people do or do not behave in an environmentally 
responsible way at music festivals; and  
 participants’ suggestions about how event managers could encourage environmentally 
responsible behaviours at music festivals.  
Code numbers are used to denote the participants throughout the next section. Those starting 
with ‘FP’ identify participants interviewed at the festival, while ‘SP’ identifies open-ended 
survey participants. The characteristics of each participant are included in Appendix E.  
4.3.1 Event Attendees’ Opinions about Waste Management 
In general, attendees agreed that littering occurs at events and that this was a real problem 
from the viewpoint of the participants. In fact, they agreed that the majority of attendees 
seemed to neglect disposing of their waste at festivals, as illustrated by a frequent festival-
goer: “When you are going to pick up your bag, there are bottles everywhere, wrappers; it’s 
just disgusting by the end of the day seeing the amount of rubbish everywhere around your 
feet” [FP3]. Another first time visitor commented: 
…people just throw their litter on the ground ‘cause they think they will pick 
it up later. …but when you get up in the morning, and there’s rubbish 
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everywhere…but at that time the things have blown away somewhere and 
people just don’t think about it at the time when they’re doing their stuff. 
[FP30] 
Participants commented that some people seemed to have negative attitudes towards being 
responsible with their own rubbish. As a frequent attendee commented:  “so people fill up 
their tents with rubbish and then they just leave it there and drive away at the end of the 
festival; I’ve seen that, that’s the main problem” [FP9]. Other participants observed people 
throwing rubbish as illustrated in the following comment made by a first time visitor:  
…when I was standing in the crowd, I watched a member here – they’re 
hearing beautiful messages - and some guy grabs his cup and threw it. So 
it’s like: - Dude, why you are staying in the crowd listening to this message 
if you are just going to grab a cup and then throw it? [FP79] 
Participants commented that if people “see others littering” [SP57] this induces bad 
behaviour in others because “once a few don’t clean up then others start thinking, why 
should I do it if they do not” [SP229], or “There is a pack mentality – no one else seems to 
be doing it as there’s rubbish all over the ground” [SP70]. On the other hand, if people see 
other people behaving properly this leads to positive behaviours: 
It’s almost like peer pressure on a wave. If everyone is disposing of their 
rubbish correctly, you don’t want to be that person that you throw your stuff 
on the ground. You know, because it’s sort of a feeling throughout the 
festival, you don’t mean to do that. So I think, if everyone has that sort of 
mentality, then you’re not gonna find many people throwing their rubbish on 
the floor. [FP3] 
The majority of participants who attended non-green festivals made comments about 
problems relating to waste management at the festival
27
. These comments related to:  
 the absence of pro-environmental initiatives; 
 the  low impact of cleaners during the festival as there was rubbish everywhere, 
including many cigarette butts on the ground;  
                                               
27 There were two criteria for assigning festivals as green in this study: First, the festival’s promotion as green 
via their official website; and second, the festival’s commitment to national or global environmental 
organisations to monitor their environmental impact against present environmental standards. Those festivals 
that did not fulfil these criteria were considered as not green.  
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 the lack of rubbish control at the music stages;  
 the lack of limits on the number of people who attend the festival;  
 the lack of environmentally friendly market stall holders;  
 the lack of bins in convenient locations; and 
 the presence of mixed rubbish in the recycling bins due to the lack of bins and 
attendees finding it inconvenient to sort their rubbish. 
Other comments related to the need to improve the efforts of festival organisers who promote 
their festival as green. In this sense, participants commented that having only general waste 
and recycle bins was not enough for a festival to claim to be eco-friendly. In addition, 
participants suggested that organisers should be more aggressive in getting the message 
across, because although there were some bins and cleaning staff, there was still too much 
waste on-site. 
This is a sustainable festival and there are lots of rubbish bins but… there’s 
still a lot of rubbish left around; there are people still behaving in a way that is 
not desirable for the environment. So I think, maybe, there is a need for 
something a little bit stronger. [FP6]  
Results of this introductory part of the interviews reveal that waste management requires 
more attention from both attendees and event managers. Participants consider that the event 
management team has an important role in supporting on-site environmentally responsible 
behaviours, and identify a number of factors that they feel influence their on-site pro-
environmental behaviours.  
4.3.2 Factors that Influence Attendees’ On-Site Environmentally Responsible 
Behaviours  
Attendees identified two main drivers that influence their engagement in environmentally 
responsible behaviours: festival-specific attitudes and behaviours, and factors relating to the 
event community. These are described in the following section. 
Festival-specific attitudes and behaviours  
Attendees at festivals may act and feel differently than they would in everyday life, including 
in relation to environmentally responsible behaviours. These festival-specific attitudes and 
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behaviours are discussed in terms of the festival as a liminal space, attendees’ loss of 
inhibition, and attendees’ responses to the festival experience. 
Liminal space 
Participants observed that people who attend festivals tend to behave in a different way than 
they do in their daily lives.  This confirms the current research view that festivals are spaces 
where people relieve their daily life tension, taking advantage of their less rigid environment 
(Kim & Jamal, 2007). According to participants, on the one hand some attendees may adopt 
more environmentally friendly behaviours at festivals than they might do in other 
circumstances: “They will tell everyone that they are going to a green music festival and that 
they will act as green but only when they are there” [FP47]. On the other hand, some people 
who are otherwise eco-friendly might litter at a festival: “others know that it (the festival) 
will get cleaned up at the end of the day by staff, so those who might not litter in any other 
situation feel free to do so for just the day” [SP66]. This type of behaviour might be 
exacerbated by the festival atmosphere. For example, a female in her twenties commenting 
on her experience at a non-green festival described the festival atmosphere as follows: 
“…the atmosphere is so intense that you see people throwing things, and people don’t care 
anymore” [FP1]. The influence of people littering on the one hand or behaving properly on 
the other (depending on the particular festival atmosphere
28
) was frequently mentioned 
during the interviews. These observations show that people tend to experience festivals as 
liminal spaces where their behaviours may be influenced by the predominant values of the 
event community.   
 
Loss of inhibition 
Participants observed that irresponsible behaviours tended to occur in crowded areas such as 
the dance floor, where is easier to lose inhibitions and feel that nobody else is observing 
your behaviours. This is illustrated by a male in his twenties: “I’d say that maybe this is 
where all the fun is going on. You know, the crowded areas of the dance floor and 
everything like that. If someone is having a drink, they are not gonna walk all the way to the 
bin and walk all the way back to the dance floor. They are just going to throw their cup on 
the floor.” [FP50].  
                                               
28 This research considers festival atmosphere as the people’s general prevalent mood at festivals. 
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Loss of inhibition was frequently mentioned during the on-site interviews and open-ended 
questions as a reason for people behaving irresponsibly, and was often related to drinking 
behaviour or substance abuse as a means of relaxing and having fun. This was exemplified 
in the following comments: “people lose the plot about being environmentally aware after 
drinking a certain amount of alcohol. I witnessed several incidents of this” [SP602]; “the 
ones that weren't drunk and/or off their face on illicit drugs were just too lazy to walk across 
a field to a bin” [SP887]. One of the consequences of not being sober at the festival is that it 
impedes people’s consciousness of behaving properly, as illustrated by a woman in her 
thirties: “it’s the fact that I am here, I might know that there are bins over there but by the 
time I have a couple of drinks I don’t know which way the bins are” [FP42]. In addition to 
this, attendees discussed the presence and consumption of drugs, as illustrated in the 
following extract:  
Some people come here, they get really drunk and some of them use drugs. 
Not lots of them, but some of them, and they pretty much get to the point 
where they are incoherent, cannot control their behaviour. [FP64] 
According to participants, this lack of control of the use of alcohol boosts irresponsible 
behaviours on-site. 
The festival experience 
In contrast to these negative behaviours, other cohorts of participants commented that the 
relaxed atmosphere at some festivals enhanced people’s willingness to pay attention to pro-
environmental information. This behaviour might influence their on-site behaviour positively. 
This is illustrated in the following comment by a male in his twenties: “at a festival people 
are very open and receptive and in a very good vibe ’cause they aren’t in their daily life; they 
are receptive to learning about this information (pro-environmental information)’ [FP62]. 
However, circumstances at the festival such as failing to deliver on promises made by the 
festival organisers might result in attendees’ apathy towards behaving in a more pro-
environmental way at the festival. To illustrate this, a female frequent attendee provided the 
following personal experience: 
At a festival years ago, there was a huge storm and the vendors weren’t too 
kind to us; there was a huge massive pile of junk left, after a big electrical 
storm. People didn’t even bother about picking up and I think, that was 
because of the fact that they felt mistreated themselves as patrons. So if you 
are treated well yourself as a patron, like, amenities are properly cared for, 
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and things like that, then I think that you would give back to that too.  That’s 
how I felt on that one, when there’s a negative impact rather than a positive 
one. Yeah, definitely, it’s a kind of a giving, receiving kind of thing. If the 
festival is good to them, then you could give in return in basic terms, I 
guess. [FP46] 
Thus, the attendees’ perception of being mistreated by the festival organisers created a 
negative attitude and a lack of solidarity with the festival environment. The “giving and 
receiving” feeling (reciprocity) might enhance or impede behaviours. However, results also 
show that some participants are more willing to give without expecting anything back due to 
their sense of responsibility towards the environment. 
Interviewees’ comments suggested that environmentally responsible behaviours were 
affected by the festival experience, which included not only a social experience but also a 
commercial one. Hence there might be economic reasons behind the decision to be 
responsible or not. For instance, participants explained that the festival ticket was more 
expensive than in the past; therefore there was a general belief that: “they spent so much 
money on a ticket, so they don’t feel they need to spend the day cleaning up after themselves” 
[FP45]; “people go to this festival to consume, whether it's music, merchandise, alcohol, or 
food. I feel the responsibility should start with the manufacturers” [SP292]; or “people are 
used to other people cleaning up after them at the festival and not taking responsibility for 
themselves, assuming they are creating a paid job for someone” [SP186]. Other participants 
considered that this displayed a selfish mentality: “they don’t want to waste their time 
cleaning because apparently their own time is more precious than somebody else’s” [FP78]; 
or as illustrated in the following extract by a male first time visitor in his twenties:  
…people come here and they are using an abused mentality; because it’s 
not mine, you know, they might think: I paid for this site, I paid for this 
festival, and I’ll come in and I’ll bring in what I want, I’ll have the best 
time. I don’t know, like a selfish mentality maybe.  You know, they’re trying 
to get as much out of it. You know, I mean, they are paying a lot of money to 
come here, and so, you know: I’m gonna try to have the best experience at 
any cost. And I think that’s a big problem, I think that’s what probably 
causes… that’s what causes a lot of issues as well. [FP77] 
Participants discussed what might cause these negative attitudes towards the environment at 
festivals. A participant in his fifties who was a seed collector presented the following 
explanation: “why don’t they engage? Well, look it’s because they don’t engage in their 
everyday life…they don’t feel that they can make a difference, they feel disempowered or 
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disinterested”… [FP40]. The same participant explained that those who do engage might do 
it due to their own self-interest:  
During the 50’s there was a sense of great concern and fear of the nuclear 
disaster, and that galvanised a lot of young people to protest against it, and 
try to develop new different styles or ways of living that would be helpful to 
form society, for their own self-interest in terms of being able to have an 
ongoing life in peace and not to have worry about a nuclear disaster. The 
same is true for this generation at the moment; people are concerned about 
global warming…young people are concerned about climate change; it’s 
self-interest to some extent. They want a world that they can live in. [FP40] 
Interestingly, this reflection into people’s self-interest to act properly was mentioned across 
the interviews especially from those participants who considered themselves as eco-friendly. 
Event community 
Attendees’ sense of event community also explained why some attendees engage in on-site 
environmentally responsible behaviours. This sense of community is linked to the existence 
of norms within the event community, place attachment, sense of ownership and sense of 
responsibility.   
Norms 
Norms are the standard beliefs and behaviours expected and shared by members of a social 
group (Thøgersen, 2006). Some participants claimed that the main reason for littering 
behaviour was because “there’re no repercussions for being dirty” [FP16]. In fact, some 
participants suggested radical options such as banning plastics and alcohol or at least having a 
strict service of alcohol. Other participants suggested a difference in pro-environmental 
behaviours among generations “…there’re a lot of young people that now are growing up 
with that from school; you know, it’s like, from an education that we didn’t get, so we don’t 
see it in that way that these guys see it” [FP22]. Other participants commented that people 
were used to the bad behaviour. “…they are totally used to that behaviour; for example, 
when they finish their cigarette they just throw it out through the window of the car, or 
wherever they are” [FP7]. Hence, participants who were aware of this situation suggested 
policing environmental behaviours at the festival by organising members of the festival 
community to prevent irresponsible behaviours.  
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From the participants’ perspective, one way of promoting these norms was to provide on-site 
spaces such as eco-stalls or workshops at festivals that could help to convey the event 
community norms and support responsible behaviours: “…there is no better way than 
informing people of the issues that they are in and the consequences of not recycling and 
everything” [FP66]. These festival norms could be supported by “people monitoring if 
they’re recycling or disposing of it correctly” [FP3]. This supervision could be conducted by: 
Relying on a bit of the volunteer work could be really good. If you have 
people going around offering to help you and that sort of thing, that is 
something like saying: Hey guys, you know, there are some bins here; you 
know, people, like, directing you to the services, like the major signs, like 
you know, to help balance and stuff like that, then people directing you, 
that would be great, like volunteers, so having volunteers, they would be 
willing. [FP3] 
These activities might attract others’ attention and influence positive behaviours as well. 
Some participants observed that more information on-site that was accompanied by the event 
community’s guidance would reinforce the pro-environmental message: “I’d like to see more 
enforcement; maybe some more marshals around… people aware of the impact the festival is 
leaving on the earth, that you can go around and then be telling someone to pick up their 
rubbish, or just reinforcing the things that the festival is trying to achieve” [FP76]. 
Interestingly, participants also suggested that pro-environmental policing could be led by 
attendees:  
We can point it out to people, like, if they just drop something on the ground 
say: You say: Hey! That’s not cool in here you can throw it right here. Like I 
have done [this a] few times, and it makes them feel a little bit, whether it 
does or doesn’t, but some people get a little bit uncomfortable, and even 
though I don’t like making people feel that way, it’s sort of necessary.  And 
it’s like you need to know that the bins weren’t so far from you, or that you 
have a pocket. Or like if you have a bag or I have a pocket, you just pick the 
rubbish up in front of them and put it in my pocket and go like, and I wouldn’t 
say anything because sometimes you don’t need to; they’ll see your effort, 
and then, they’ll be like: Oh! Like a chain effect and they might think about it 
for the next time. Hopefully! [FP75] 
The idea suggested by attendees of policing was mentioned as a strategy to support green 
marketing and provision of pro-environmental facilities at the festival.   
Place attachment 
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Interviewees suggested that people tend to preserve the environment more when festivals are 
held in natural settings rather than man-made environments. This is illustrated in the 
following comments: “When you are in the bush, you don’t want to corrupt it, whereas when 
you are in a stadium, so you are like, here is a building so I am gonna litter!” [FP23]; or “It’s 
a very natural environment, it’s pristine; to me personally, I would feel bad about leaving it 
in a bad state. But in a very sort of man-made environment, you know, like in a stadium, or 
something, no” [FP3]. Natural settings also seemed to prompt positive attitudes as 
demonstrated in the following comment: “…Yes just being in a beautiful part of nature; that I 
think inspires a little bit more awareness of what you’re doing” [FP7].  Attendees 
appreciated the natural environment at the festival recognising that:  
it’s really an unharmed environment, you know, you can probably see 
surrounding you the wildlife, so you will be interrupting so many environmental 
processes just by chucking your rubbish everywhere, and that damage is gonna 
take a lot of work to undo. [FP3].  
Attendees were also aware of the importance of behaving in a pro-environmental way in 
natural settings, because “the council has to approve it (running the festival); it only runs if 
it’s promoted as sustainable. That has happened before with other festivals; they had to move 
because people started to do the wrong thing” [FP1]. 
Another suggestion from participants was that knowledge about the land where the festival 
was held and its owners might influence respect for the place. The following comment was 
made by a frequent festival-goer in his twenties: 
I think, sometimes also knowing about the area that you are in; because if they 
don’t know about the area, they do not care if they do not know much about it… if 
you are in somebody’s house you would be more respectful for the place where 
you are. [FP18] 
These comments affirm the view that not only the event community but also attachment to the 
place where the gatherings are held are important elements influencing environmental 
responsible behaviours.  
Sense of ownership  
To provide context to this category, it is important to reiterate that these interviews were held 
during a three-day music festival located near a national park. Hence, some participants made 
comments related to their perception about the environment and its link with the place, and 
the way people feel a sense of ownership or entitlement to the place when they are camping 
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in natural areas and are part of an event community. This view is illustrated by a Maori 
participant in his thirties who considered himself as totally environmentally responsible, and 
was giving his opinion about why the sense of ownership may explain an irresponsible 
behaviour when attending and camping at the music festival:   
People think that they own the land as opposed to being a custodian of it; 
that they’re just a part of the land living on it and living at one with it; when 
they think they own it; it’s when they disrespected it, it’s when they start to 
abuse it. Because they can say it’s theirs: “I can take out of the ground what 
I want - diamonds, oil, coal”… [FP79] 
However during the same conversation, this participant presented positive environmental 
attitudes when he was referring to his beliefs about how his concept of land influenced his 
responsible behaviour: 
…because they can say it’s theirs: “I can take out of the ground what I want 
diamonds, oil, coal”. No, you can’t, because that’s there for a reason; that’s 
mum, you don’t touch mum, you leave her alone, ‘cause she supports you, 
she feeds you, she keeps you alive; without mum, you wouldn’t exist. So 
respect her. [FP79] 
This idea of sense of ownership as a factor that influenced on-site pro-environmental 
behaviours was supported by another participant in her twenties who commented:  
The whole thing is your home. I wouldn’t say that it’s our home just for the 
weekend. Anywhere that I go, I love camping and stuff like that; I consider it 
homely. [FP75] 
Other participants argued that people might not respect the site’s environment as they lack a 
sense of ownership or attachment, especially if attendees were in a new place. This is 
illustrated by a female in her twenties:  
I think it’s a lack of sense of ownership. If you’re coming to a new place you 
don’t see it as your own, whereas you wouldn’t do it at your own house; but 
when you go to somebody else’s place, even to another friend’s place for a 
party, you seem to take away that sense of ownership… [FP46] 
Therefore, it can be concluded that for some attendees a sense of ownership of the festival 
setting might work for the benefit of environmentally responsible behaviours. This 
appreciation for the festival setting was also linked to the event community.  
Sense of responsibility 
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Responsibility in this research refers to the duty to carry the consequences of one’s own acts 
(Kaiser & Shimoda, 1999).  The interview findings reveal that participants’ advocation of the 
event community’s co-responsibility in conserving the festival environment is an important 
factor that induces pro-environmental behaviours. They recognise that it is important not to 
leave any physical trace of attendance at the end of the festival, not only for organisers but 
also attendees. These ideas are illustrated in the following: 
It’s trying to be responsible for yourself and for your actions instead of 
blaming people for what they can’t do. So look what they are doing for 
themselves, then yeah, so it’s come with responsibility, instead of moving off 
so fast or looking behind them for the mess that they left. So just slow down, 
be more conscious, be more aware about what’s happening; and therefore 
you notice things like, oh you’ve left rubbish on the ground, as opposed to 
going full steam ahead with what you’re doing, being egotistical and self-
centred. [FP79] 
The event community responsibility towards the festival’s environment could be in the form 
of reminding others to behave properly, but also picking up other people’s rubbish. This is 
illustrated in the following comments:  
Just taking responsibility for those who aren’t doing that and not saying that 
it’s not my problem, because it’s everybody’s problem and we should all be 
looking after each other, reminding each other why we should be doing it as 
well. [FP46] 
The reason for this solidarity in picking others’ rubbish or reminding people to do the right 
thing was explained by a female in her thirties:  
I think, you always have to consider that there are some people that always 
are gonna be a little bit irresponsible or forgetful or just make a mistake for 
once, and I think… that’s why I am saying that if we all can put more effort… 
more effort… pulling more than just your own weight helps as well. Put in 
effort when people make mistakes, like, when you leave and are removing all 
your rubbish, you can pick up five or six more extra things. And if all the 
people act responsibly and did something like that, it would make up for when 
people make mistakes or are irresponsible… supporting each other. [FP63] 
Results suggest that people may justify littering behaviour by saying that it is not their 
responsibility to dispose of their rubbish at the event. All these comments about lack of 
responsibility are also linked to attendees’ expectations of who was responsible for waste at 
festivals, for example: “... they think it doesn't apply to them and that someone will clear up 
after them” [SP244]; or “…, because they are in a holiday and they just come to relax, and 
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also maybe they really don’t care” [FP8]. The sense of being on a holiday at the festival was 
mentioned by several attendees who admitted that their environmentally responsible 
behaviours changed during a holiday with respect to their everyday contexts, as illustrated in 
the following extracts: “holiday feel, people want to have a good time” [SP353]. “Yeah! 
Usually, when I’m on the road I sort my waste, but here I don’t do it, so” [FP20]; or “people 
go to festivals and they’re not thinking about responsible ways of [behaving]” [FP53]. 
Participants reflected that sometimes the origin of environmentally responsible behaviours at 
the festival was difficult to estimate because it depended on people’s past experiences from 
home: “I think it comes down to the way that your perceptions are formed by, like, your 
childhood and up-bringing; those sorts of thing” [FP79] ; or “it’s all in the way that you have 
been brought up, the way you’ve been shown things, and the respecting; like respecting 
people around you and respecting what you live on, your home” [FP75]. However, 
participants also pointed out that these behaviours might be temporarily modified during the 
festival due to being immersed in the atmosphere and the influence of the event community.  
4.3.3 Event Management Strategies 
The themes that emerged regarding event management strategies fell into ‘advertising and 
educational initiatives’ and ‘improving pro-environmental facilities at the festival’. 
Providing pro-environmental facilities at the festival 
The current research findings show that providing pro-environmental facilities at the festival 
is important to support attendees’ on-site pro-environmental behaviours. These provisions are 
related to availability of infrastructure, the variety of bins, clearer labelling of bins, 
accessibility of the service, more noticeable signage, and minimising suppliers’ waste. 
Availability of infrastructure 
Infrastructure and facilities at the festival was a favourite topic among the participants who 
commented that their availability was crucial to support the green marketing strategy. One of 
the reasons for this was because participants consistently mentioned laziness as a reason for 
irresponsible behaviour and linked this state with the absence of convenient pro-
environmental infrastructure: “people just go buy a water bottle and when they’re finished 
they just throw it away, because they don’t want to carry it around” [FP10]. In other words, 
if it is inconvenient to behave positively, people simply will not, as exemplified in the 
following comment: 
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Honestly, people can say things like: look I am going to pick it up later, or 
something like that; look that’s only laziness. It’s just one thing: people are 
just lazy. Like imagine holding their cups two hours in their hands, all 
sweating and they haven’t seen a bin; eventually they just get lazy, that’s 
people, that’s what they do, people just become lazy. [FP61] 
Participants commented that the lack of bins was a factor that influenced negative behaviours. 
They explained that sometimes the bins were not easily located, or the bins filled very 
quickly, and once they were filled to overflowing it had a negative effect on rubbish disposal. 
As one participant observed:  
More bins/more frequently emptied. Usually there were enough bins around 
but they were overflowing with rubbish - when there's lots of litter lying 
around it makes you think less about just dropping your rubbish rather than 
looking for a bin. [FP20] 
Responses showed that people preferred the fast and easy way to behave. When their comfort 
was at stake, they tended to act irresponsibly towards the environment. As some participants 
explained: “people don't necessarily want to touch bins once they are overfull or grubby” 
[SP325, and “bins too far away, people not wanting to lose their spot in a crowd, too hard to 
get out of the crowd for a bin” [SP43]. This is illustrated in comments from a male in his 
forties:  
You have to make it easier for people because no one wants to reduce their 
comfort at all. I mean, sometimes that’s, you know, the environmental 
option has to be harder for some things ... [FP60] 
Participants suggested increasing the “facilities available” [SP3] to behave properly. For 
instance, increase the number of bins on-site, “having a lot of bins around in the key spots” 
[SP45], and keeping them clean, otherwise people tend to be careless about disposing of their 
rubbish. When participants were asked to imagine a scenario where they were festival 
managers, some responded that they would provide more bins as part of the pro-
environmental facilities on-site, as illustrated in the following comment: “I would place more 
bins around food retailers and drinking/bar areas, with the majority of them being recycling 
bins (especially around bars)” [SP6]. Another strategy suggested by participants was: 
“cleanliness encourages cleanliness” [SP163].  In other words, keeping the site clean by staff 
at all times would encourage attendees to maintain its cleanliness.   
Variety of bins  
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Participants observed that if they were managers they would increase not only the number of 
bins but also the variety of bins for example: “lower bins accessible from a gopher or 
wheelchair, which would also be accessible to children” [SP550]; or “more sets of multiple 
bins in more places, one each for recycling, food waste, ‘rubbish-rubbish’, and cigarette butt 
bins” [SP117], or mobile bins for people at queues to keep the site clean.   
 
Clearer labelling of bins 
The lack of clarity in bin labelling was also mentioned frequently by participants. This is 
illustrated in the following comment:  
Some of the bins were not adequately labelled to distinguish recycling bins 
from straight rubbish bins; colour alone is not enough; some were labelled 
but not all…need to be labelled on all sides. [SP285]  
To resolve this situation, some participants suggested using pictures to identify different 
waste bins, as the colour of lid was not always a universally recognised prompt for different 
types of recycling.  
Accessibility of the services  
Most participants mentioned that access to pro-environmental services such as recycling 
stations, proper bins, and designated areas for smokers was really important to encourage 
positive behaviours. The locations of these services and the way the organisers want their 
audiences to behave have to be “… much easier, say, like, if you want people to recycle, have 
a lot of bins around and then people wouldn’t get lazy” [P68]; or “– Everyone likes easy 
access and availability” [SP22]. Another example was given regarding how to control 
cigarette butts: “if you could just have designated areas, and put out signage to encourage 
people to smoke just in those areas…or give them a pot or something to put their cigarette 
butts in” [SP50]. This idea would help smokers to easily put their cigarettes butts in special 
bins. Similarly, this idea was suggested by participants for eating and drinking as 
demonstrated: “designated and enforced smoking and eating areas” [SP270], and “ban 
drinking at the music stages as this is where most people drink” [SP839].  
More examples were given in relation to accessibility of infrastructure to dispose of waste. 
For example: “compositing stations and recycling centres” [FP66] proximate to attendees or 
provide ‘plastic bags’. This idea is illustrated in the following comment: 
I have noticed that the recycling and compost and stuff are very far, a long 
way. And obviously having it more accessible, to be more part of it, I think, 
145 
 
even big bins, plastic bags; like providing different coloured plastic bags 
even can work. [FP47]   
More noticeable signage  
Participants suggested that “putting signs up everywhere” [FP62] and “people informing on-
site” [FP1] helped to keep the site clean at festivals. In addition, others commented that if 
they were managers they would not rely solely on on-site signage, but “I would put more 
signage in the arena, in the programme and in the web site with the purpose of reminding 
people of the need to be environmentally conscious” [SP264]. Or, as one participant 
explained, use both website and on-site strategies: “the website, mainly spoke about 
sustainability and there’s a sustainability workshop that was going on as part of the program. 
So I think that has an umbrella effect” [FP47].  
As it was known that it is expensive to carry out these strategies, participants commented that 
attendees might be willing to accept an increment in the entrance ticket price if the festival 
“mentioned how much it cost to the festival to clean it up, and even say how much they would 
have to raise the prices if they have to” [FP18]; and “if they were doing it and the prices 
were going up, people would be annoyed for a little bit but as long as people see the changes, 
people would still come back” [FP26]. Participants commented that when festivals decide to 
go green they should take it seriously and increase their budget as illustrated in the following 
comment: “the funny thing is that if you are trying to implement changes and you don’t have 
the budget for it, you are not taking it seriously enough. So increase your budget or just don’t 
do anything and turn a blind eye” [FP67].  
Minimising suppliers’ waste  
Participants mentioned that festival organisers might control the food stalls’ waste, for 
instance, asking the festival food vendors to use biodegradable and recyclable products, or 
“…try to minimise their amount of take away food, or…promote using bio-degradable 
products for the take away food” [P39];, or “encourage greater use of food without 
packaging or reusable containers; greater use of ‘bring your own plates’ and dishwashing 
facilities” [SP154], or “consider an alternative food concept, self-service and served on 
reusable plates” [SP270]. Other ideas that emerged from the interviews to control waste from 
the management side was to “… use an e-ticket, like, use your phone or e-card, just don’t 
print it out, like, use your own phone just without the paper, or use recycled paper or another 
resource” [FP4] and “drink tickets; something rather than a piece of paper; such a waste!” 
[FP57].  In addition, other comments were in relation to the festival organisers’ contributions 
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through “doing a thorough job of cleaning up [FP38], “employing people that walk around 
and pick up stuff …not only in the campsites but just around” [FP23], “the whole waste 
removal” [FP56], and restoration projects such as planting trees to compensate for the 
negative environmental impact brought on by the festival. For example: “…in order to 
recover…in here there are ten thousand people, so everything that’s related to planting trees, 
planting grass... something to try to improve the local environment” [SP40]. These comments 
suggested that some attendees considered that providing pro-environmental facilities at the 
festival supported their on-site positive behaviour. However, they also pointed out that there 
was a need to advertise these initiatives and educate the audience in how and when they 
should be used.  
Advertising and educational initiatives 
The current research findings show that advertising and educational initiatives are important 
to convey and encourage attendees’ environmentally responsible behaviours at the festival. 
Hence, green marketing campaigns and green initiatives are essential elements to educate and 
advertise the festival’s green goals. 
Green marketing 
Marketing is the activity or process carried out to promote and sell products or services. 
Interestingly, participants suggested applying this process in diverse ways to sell the green 
idea. In fact, some participants suggested “advertising the festival as environmentally 
friendly” [FP60] to communicate the festival’s pro-environmental approach more effectively 
because “people know that it’s gonna be an eco-friendly festival” [FP5]. Although this would 
not make a difference from some participants’ viewpoints, others believed it could help. 
“Promote it as a sustainability festival, so that sort of entitles the whole bunch of and making 
them think about what these things mean” [FP7]. Participants commented that at festivals 
where the green message was promoted, attendees tended to pay more attention to ensuring 
their behaviours were environmentally responsible as they had an expectation to behave in 
accordance with the green theme of the festival.  
We have been in festivals where people are throwing things, everybody, 
during the day because there is no sort of message promoted throughout the 
festival, there is no focus on the environment. So, I think,  people pay less 
attention and, like, there would be less scrutiny on places where a person who 
threw their rubbish on the floor. You know, no-one is going to judge you… if 
you throw your rubbish on the floor. I think, here you would feel quite 
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uncomfortable, if you’re throwing your rubbish on the floor and people look 
at you and might tell you ‘What are you doing?’ - But at festivals like that, 
people would act like:  ‘Oh! whatever, whatever’ - So I think that promoting 
the festival as green, it really helps.  But if it’s promoted by the entire festival 
is when you really can notice the difference. [FP3] 
A festival’s reputation as green was another theme discussed by participants, with one 
participant commenting that “the festival reputation would help a lot; like, this festival since 
it started, it’s been promoted as an eco-friendly festival... people would feel bad in destroying 
the reputation of this festival” [FP2]. Results suggest that festival organisers need to be aware 
of the implications that promoting their festival as green might have, and ensure that the 
festival’s reputation is not compromised by having too many attendees on-site just to make 
more money, as suggested in this comment:  
I think if the heart of the festival is to be eco-conscious then the more people 
they get the harder it is. I mean, I don’t think they should be compromising 
their vision just to get more people, whether it be to make more money or 
create more of an experience for people. I mean if the vision of the festival is 
to be eco-friendly then numbers shouldn’t matter, they should make the 
number that they can do to fulfil their vision whether that be a thousand, or if 
you can do it with 20 thousand go for it, but if they’re compromising their 
vision to get more people in here, then I think that goes against what they are 
trying to do. [FP77] 
Participants’ perceptions of being green at festivals included ‘no littering’, ‘recycle’, 
‘composting if services available’, ‘segregate rubbish and not putting all in the general waste 
bin’, ‘do not throw their cigarette butts on the ground’, ‘if there is no bin nearby keep their 
rubbish with them until they find a bin’, ‘limit the packaging brought to the festival’, and ‘re-
use water bottles’. These activities, however, are considered as chores for some people and as 
one participant said: “people don’t like doing chores and people see trash as a chore” 
[FP62]. They also suggested selling the green idea as “it’s the cool thing to do” [FP1], as 
exemplified in the following comment:  
I think that the thing is to point out that being green’s seen like something 
cool as well. It’s like, actually, there’s a social currency to being green, and 
cool, that kind of thing. I don’t think that necessarily people follow it through 
until the end. [FP47] 
The interviews revealed that participants clearly distinguished between green and non-green 
festivals. Participants expressed varying perspectives about the implications of promoting a 
festival as green. Some felt that green festivals attracted an audience that was already 
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environmentally responsible and willing to contribute to the cleanliness of the festival 
environment. This is exemplified in the following extract: 
I think that purely by being a music festival that’s supposed to be green and 
eco-friendly, you can get completely different crowds ‘cause they advertise 
differently. Even changes what people wear and how they act… [FP48] 
As mentioned earlier in this document, attendees observed that natural settings for multiple-
day festivals seemed to elicit more responsible behaviours than stadium settings for one-day 
festivals. The reason given was because they believe that those festivals promoted as green 
and held in natural settings tended to attract attendees who were more mindful of caring for 
the on-site environment: 
A three-day music festival with camping facilities attracts a certain type of 
customer; whereas if you go to the festivals at the city, you know, that you’ll 
be there only for a few hours; it doesn’t matter about your rubbish ‘cause 
everything’s gonna be cleaned up for the next event. Whereas here it’s not an 
events place, so people might be more mindful. [FP37] 
Other participants felt that all music festivals should improve their strategies to convince 
attendees to more appropriately dispose of their waste. This may be even more important at 
non-green festivals where attendees may be unaware of waste management issues, as 
illustrated in the following comment: “I am sure, at the Sydney Central festivals which are 
not promoted as pro-environmental, people don’t even, or probably don’t, notice that their 
waste is probably huge” [FP41]. 
Participants commented that it was possible for some festivals to pay more attention to pro-
environmental initiatives on-site, and that while these changes might be not possible in the 
short term, they could be adopted through a thematic approach. One participant observed 
that:    
I think, one really important thing that other festivals could do to follow the 
trend, would be…to have a festival which has a different theme every year 
that they advertise, like, I don’t know, a couple of years was like some of 
Mexican sort of thing; they could do a theme like, to be eco-friendly, and 
introduce it, and then continue with the rest of the festivals with different 
things but keeping it as eco-friendly. [FP1] 
Therefore, participants argued that this green marketing should communicate and 
support the festival’s green initiatives.  
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Incentives  
Providing a reward to incite action is what it is commonly known as incentive. However, 
punishments may lead to action. There were differences in the participants’ opinions about 
whether rewards or punishments should be meted out to attendees by organisers to encourage 
more environmentally responsible behaviours at music festivals. Some participants 
commented that:  “rewarding was better. Punishing was terrible” [FP14]; and they agreed 
that “it had to be one or another; otherwise the things just stay on the floor really” [FP18]. 
Participants in favour of rewards commented that organisers could offer rewards to those 
attendees who behaved responsibly during the festival because, based on their own 
experiences as attendees, it really works.  
I’ve seen in similar festivals where you can have your dollar back off the next 
drink or something like that. So I’m guessing that this would encourage, even 
if this doesn’t stop people throwing it on the ground; it would encourage 
someone else to pick it up. So I guess that it could work in other festivals. 
[FP50] 
The most popular incentives among the young audiences were attaching the incentive to drink 
cans, as illustrated in the following comment: 
I went to a festival a few years ago and they had a system where if you collect 
10 empty cans you get a dollar off your drink at the bar. There was not a can 
anywhere. I put my can down, it was half full, I put my can down and when I 
turned around my can was gone, because people were collecting cans 
everywhere. And the people were just coming with piles of cans and they were 
like: “only ten each, only ten each!” It made such a difference with the 
landscape, that you wouldn’t believe it. There was not a can in sight because 
there was the monetary incentive that makes, unfortunately, that people stay 
interested. But that made a very big difference; I noticed it. [FP46] 
An effective incentive from the view of attendees was the deposit system attached to 
recycling behaviours, for example: 
…to give people on their way in, for everybody it’s compulsory, there’s five 
dollars deposit on a bag and you get the five dollars back when you go back 
to the door. So they, actually, are giving rubbish bags to go through and keep 
their rubbish in… and it was hands down the cleanest site that I’ve ever seen. 
[FP62] 
Interestingly, some attendees commented that sometimes the reward did not have to involve a 
monetary incentive but could come in the form of an extra service at the festival, for 
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example: 
I would make one of the tents or a specific scenario only accessible for those 
that are doing the good kind of thing. So have a similar scheme that maybe, 
like, 20 bottles or rubbish to get into a tent and just for the fact that it is 
exclusive. It’s not going to cost you a fortune… we might put one DJ or 
something, but it’s something that is an incentive for people. I think that 
would be the way to offset the cost rather than extra cost.  [FP47] 
The idea of doing this was not only to encourage people to do it but also to acknowledge 
those people who were doing ‘the right thing’ as illustrated in the following comment: 
For some people who are seen being extremely environmentally friendly such 
as those disposing of other people's waste or something on those lines, they'd 
be selected to meet some of their favourite artists back-stage or get the artists 
to announce their name on stage so that the whole crowd can acknowledge 
the fact that good behaviour gets well-rewarded and this will create a ripple 
effect. Incentives such as vouchers go a long way too. [SP893] 
Rather than giving rewards, however, other participants were in favour of punishments, as 
exemplified in the following comment: “I'd charge severe fines and have that information 
displayed everywhere and repeatedly since not only the fear instilled would likely reduce bad 
behaviour but also generate excess revenues” [FP37]. Other comments made along the same 
line related to having authorities patrol the site more frequently as illustrated in the following 
comment: 
When you buy a ticket you sign an agreement that they can kick you out in 
any circumstances that they feel is…fair. This being eco-friendly and eco-
living informative and green festival they should be able to kick you out, 
which they can, really, but personally, I would be patrolling around and 
kicking out a person that I saw throwing their trash around; I’d put cameras 
up, everything. [FP66] 
Some participants who were in favour of punishment commented: “fines and whips29” 
[FP28], “probably fees are better, because no one wants to pay and it is worse whenever you 
have to pay for something that you do wrong… in time you learn to don’t do this anymore 
[FP8]. The rationale of this was to “put a value on environmental engagement to help people 
understand a little bit more” [FP39], or “to embarrass them; people respond to 
embarrassment” [FP54]. There were some participants who believed that punishment would 
be the most effective way, as demonstrated in the following comment:  
                                               
29 The tone of the participant when saying “fines and whips” was sarcastic as she used the word whips as an 
analogy of punishment.  
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..the only way to be sure would be to put some financial, rather other stuff 
like incentive, make the cost a lot more if you don’t clean up your sh** when 
you leave from your campsite. That would be the only way for me, to be sure 
that the people are gonna do it. [FP6] 
Other participants’ perspectives were more oriented to educating people before applying a 
punishment. This is exemplified in the following comment:  
You can…when you allocate, let’s say camping grounds, so you can have like 
a strike policy; you can have a three strike policy, or two strike policy or stuff 
like that. If you leave your stuff in your camping ground, you get a strike; so 
if you do it again in the festival next year, it will cost you more money or 
something like that for the fee of cleaning up. [FP7] 
Regarding the littering problem associated with crockery and cutlery, some participants 
recommended offering an incentive to attendees who bring their own as illustrated in the 
following comment:  
To provide a ‘foldable’ silicon (or other material) coffee cup and juice/other drink 
glasses at registration that people can pack away and re-use throughout the 
festival. This would only work if the cup was provided and if the stallholders 
would commit to have disposable cups to give out. There could be a theme ‘bring 
your own crockery’ whereby people would bring their own plate and fork (or 
standard festival version could be bought at the festival shop), and food would be 
served that way, using a standard measuring cup for consistency of portion size 
[SP11]. 
Other participants commented that having well-advertised washing up facilities might be 
useful to support a ‘bring your own cutlery’ initiative. However, despite all of these 
incentives there still might be people who react negatively; therefore, attendees suggested 
permanent vigilance at the festival by its community.  
Green initiatives 
Participants thought that it would be useful as part of the marketing strategy to “create a 
target situation... for example ‘at this year’s festival we collected 3 tonnes of aluminium cans, 
but last year we only collected 2.5 tonnes” [SP13], or “set a collective challenge of reducing 
the waste during that festival, for example comparing last year's total waste amount to what 
it is climbing up to this year. Giving people clear targets like this can challenge them to act 
proactively for that week” [SP33]. To make these possible, participants suggested different 
ways to attract people’s attention via “funny characters (dressed up people), chasing people 
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who drop bits and pieces and publicly ‘shame’ them” [SP263] during the festival to engage 
people in on-site pro-environmental behaviours through humour and education:  
…commission someone to drive around a novelty garbage truck and have a 
little sign or a bell or megaphone and come around and say: We’ll pick up 
your rubbish, and they ring their bell and then everyone knows that … and 
make it fun, you know. You know, make it a gang, you know, like an army 
theme or something. Get like a big truck with chicks with plastic machine 
guns in bikinis. But you have to make it fun and that’s the challenge, if you 
can turn it in to a novelty event… You would definitely pick up a lot of trash 
that way. [FP62] 
Participants thought that noticeable activities like this would prompt responsible behaviours: 
Maybe being bold about it could be a wake-up call; have a dedicated spot in 
the festival where the waste gets piled up in a big plexus glass tank where it 
can be seen building up throughout the festival? Also having large panels 
with drawings and photographs explaining the step-by-step process of what 
happens to recyclable and non-recyclable waste. [SP33] 
As one participant commented, this prompt could be supported by advertising and 
educational stalls to reinforce “the festival’s commitment to provide educational facilities to 
encourage all members to behave with responsibility” [SP374]. These initiatives were linked 
to the assumption that festivals have to provide and/or improve their pro-environmental 
facilities on-site.  
4.3.4 Summary of Results – Component 3 
To summarise, results confirm the importance of waste management problems at music 
festivals, and how festival-specific attitudes and behaviours and event management strategies 
are both able to enhance or impede engagement in environmental responsible behaviours. 
Attendees’ festival experience and sense of event community, as well as the festival’s 
provision of pro-environmental facilities and its advertising and educational initiatives are all 
seen to contribute to environmentally responsible or irresponsible behaviour.   
According to participants, the following recommendations should be followed by managers 
to encourage environmentally responsible behaviours on-site: 
 apply green marketing to display the festival’s green credentials by informing 
attendees about the festival’s waste management goals before and during the event; 
153 
 
 provide clearer signage, incentives and rewards to those who behave positively and/or 
punish those who do not; 
 implement minimal packaging policies from both the supply and attendees’ side; 
 be responsible for policing environmental behaviours via informing, supervising and 
guiding attendees about disposing their waste correctly; and 
 offer designated areas for smoking, eating and drinking.  
Responses also suggested that the way the rubbish bins are placed, labelled and presented are 
crucial in terms of supporting or hindering positive behaviours.  
In conclusion, results suggest that event attendees’ behaviours are influenced by the liminal 
space and loss of inhibition at the festival that allow attendees to adopt temporary behaviour. 
In addition, the event community is found to be an important supporter of attendees’ 
responsible behaviours because of attendees’ acceptance of the event community norms, 
place attachment, sense of ownership and sense of responsibility. Further, findings reveal that 
event attendees are hindered in adopting a positive behaviour when they do not have the 
appropriate pro-environmental facilities at the festival to carry out on-site environmentally 
responsible behaviours, and when there is a lack of advertising and educational initiatives on-
site that convey the festival’s pro-environmental goals.  
4.4 Overall Summary – Findings of the Three Components  
Results of the analysis of the phone interviews highlight that event managers at music 
festivals: 
  are more concerned about their attendees’ waste management behaviours than 
selecting alternative transport or water care and usage; 
 believe that attachment towards the festival and its place are relevant factors that may 
contribute to encouraging attendees’ environmentally responsible behaviours due to 
attendees’ sense of community; and 
 believe that encouraging  positive behaviours required building a pro-environmental 
culture into an event’s community via norms, liminal spaces, advertising and 
educational initiatives, pro-environmental facilities and incentives.  
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The findings of the pre-visit and post-visit online surveys analysis provide evidence that:  
 pro-environmental predisposition and place attachment are significant predictors of 
both pro-environmental behavioural intentions and actual behaviours. This result is 
consistent for pro-environmental behaviours as separate entities and general pro-
environmental behaviours;  
 self-identity as environmentally responsible and festival attachment are significant 
predictors of behavioural intentions but not so relevant for actual behaviours;   
 place attachment is a significant predictor of behaviours that might require more 
personal commitment such as picking up other people’s litter, only buying products 
with minimal packaging, reminding other people to put cigarette butts in the bin, and 
putting cardboard, papers and plastic bottles in recycling bins;  
 attendees’ responsible behavioural intentions before the festival are significantly 
higher than their actual behaviours at the festival (five out of seven behaviours). Four 
of the five behaviours are related to separating waste and one is related to reminding 
other people to put their cigarette butts in the bin; 
 providing bins in convenient locations, signage at the festival, and providing bags at 
the festival are important for people who exceed, equal or fail their intentions, but are 
relatively more important when behaviour exceeds or equals intentions; 
 the majority of people who believe they are attending a green festival are more 
environmentally responsible than they intend to be, and those who believe that they 
are attending a non-green festival fail to match their own intentions to behave in a 
pro-environmental way;  
 attendees’ beliefs in the benefits that can be gained when behaving in an 
environmentally responsible manner at a festival are important precursors to action, 
pro-environmental benefits and pro-festival benefits are strong reasons to behave in a 
responsible manner at the festival (five out of seven behaviours), while self-benefits 
are strong reasons for smokers’ behaviours (two out of seven behaviours); 
 the beliefs of ‘I didn’t think it would make any difference if I did it’, ‘there were no 
adequate facilities for me to do’, and ‘it would have taken too much time or effort to 
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do it’ appear to consistently predict a low level of engagement in responsible 
behaviours. Not thinking that their behaviours make a difference is particularly 
important. Thus, low participation in waste management activities may result when 
attendees do not believe their participation is necessary to keeping the festival clean; 
and 
 place attachment is the strongest predictor for all five of the general waste 
management actual behaviours, while behavioural intention is significant only as a 
predictor of smokers’ behaviours. 
Finally, the festival on-site interviews with attendees highlight that:  
 event attendees do not litter when they feel a sense of appreciation for the event 
community and they are in a positive state of mind due to the festival experience;  
 event attendees litter when they do not have the appropriate pro-environmental 
facilities at the festival to carry out the on-site environmentally responsible behaviour, 
and when there is a lack of advertising and educational initiatives on-site that convey 
the festival’s pro-environmental goals.  
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CHAPTER 5: DISCUSSION AND CONCLUSIONS 
The previous chapter presented the analysis of qualitative and quantitative data to investigate 
the major factors that influence attendees’ engagement in environmentally responsible 
behaviours at music festivals, and thus identify novel ways to encourage these behaviours 
among attendees. This chapter provides a discussion of the findings in alignment with the 
existing literature (Section 5.1), implications of the findings for the advancement of theory 
and further research (Section 5.2), limitations (Section 5.3) and concluding comments 
(Section 5.4) regarding the present research.   
5.1 Discussion of Findings in Relation to Research Aims  
The overarching aim of this research was to identify important factors that influence 
attendees’ engagement in on-site environmentally responsible behaviours at music festivals. 
The specific aims were to:  
1.  Investigate managers’ perspectives regarding attendees’ 
engagement in on-site environmentally responsible behaviours 
at music festivals;   
2.  Identify the extent to which various psychographic variables30 
influence (a) attendees’ pre-visit intentions to act in an 
environmentally responsible way, (b) attendees’ post-visit 
reports of actual behaviours, and (c) the discrepancies between 
pre-visit intentions and post-visit reports of behaviour; and 
3.  Identify the perceived impact of management strategies, 
benefits and barriers on attendees’ environmentally responsible 
behaviours; and  
4.  Investigate the reasons underlying attendees’ engagement or 
non-engagement in on-site environmentally responsible 
behaviours at music festivals. 
                                               
30 Place attachment, festival attachment, pro-environmental predisposition, environmental attitudes, self-identity 
as environmentally responsible, and attendees’ perception of the festival as green. 
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The discussion of the findings in relation to the research aims will draw from and integrate 
both qualitative and quantitative findings. In particular, it should be noted that the qualitative 
findings regarding the reasons underlying attendees’ behaviours (Aim 4) are integrated with 
the quantitative findings and presented as part of the discussion of aims 2 and 3. The most 
important findings in relation to the research aims are summarised below. These findings will 
be discussed in detail, and their alignment with current literature noted.  
Summary of major findings:  
1. Managers’ perspectives regarding attendees’ engagement in on-site environmentally 
responsible behaviours at music festivals   
 Attendees’ sense of community encourages engagement in on-site environmentally 
responsible behaviours.  
 Building an on-site pro-environmental culture into an event’s community encourages 
attendees’ positive behaviours.  
2. The influence of psychographic variables on attendees’ behavioural intentions and actual 
behaviours  
 Attendees’ good intentions do not always translate into actions. 
 Psychographic factors and socio-cultural factors are significant predictors of on-site 
environmentally responsible behaviours.  
 Attendees’ perceptions regarding the green status of the festival influence the extent 
to which their behaviour matches their intentions.  
3. The impact of management strategies, benefits and barriers on attendees’ environmentally 
responsible behaviours 
 Pro-environmental management strategies are important to engage attendees in on-site 
environmentally responsible behaviours.  
 Most attendees consider it important to behave in an environmentally responsible way 
on-site because of the benefits they perceive for the well-being of both the festival and 
the environment.  
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 The main barrier preventing attendees from engaging in environmentally responsible 
behaviours was the belief that their actions would not make a difference.  
5.1.1 Managers’ Perspectives Regarding Attendees’ Engagement in On-Site 
Environmentally Responsible Behaviours at Music Festivals   
Attendees’ sense of community encourages engagement in on-site 
environmentally responsible behaviours  
Findings of the current research suggest that festival attendees develop a sense of community 
that contributes to their desire to be environmentally responsible. This sense of community is 
based on attendees’ sense of ownership of the festival, their identification with its 
community, and shared beliefs that are utilised as boundaries to protect their sense of 
belonging. Attendees who experience this sense of community are more likely to look after 
the festival’s environment and its surroundings. These results can be interpreted with respect 
to McMillan’s framework regarding the dynamics of sense of community (McMillan, 1996; 
McMillan and Chavis, 1986), which identifies four elements that contribute to a sense of 
community: (1) sense of belonging to a group that provides emotional safety; (2) feeling that 
there is an authority structure that can be trusted; (3) awareness that they can gain a mutual 
benefit from being together; and (4) sharing experiences of the transcendent values of the 
community.  
The current research results illustrate these elements of the sense of community dynamics in 
the context of music festivals. For instance, attendees who actively participate in the festival 
activities are considered by the festival community and themselves to be ‘members’ of the 
festival. This status distinguishes these attendees as part of the festival community and 
enhances their sense of ownership of the festival. As MacMillan (1996) observed, the sense 
of ownership or belongingness to a community creates a form of emotional safety that 
encourages intimacy between individuals and the community. In the case of the present 
research, this intimacy is between attendees and the event community, and enhances their 
participation in the event’s pro-environmental activities. The sense of being accepted by the 
festival community also facilitates attendees’ sense of belonging, hence their engagement 
with the community. In the context of music festivals, however, this sense of belonging lasts 
only for the period of the festival. Thus, insights from the managers’ interviews in the current 
research suggest that those attendees who spend more time at a festival are more likely to 
engage with the festival’s pro-environmental goals. MacMillan (1996) suggested that when 
individuals perceive that they are accepted within a community, they have a stronger 
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attraction to that community. Further, such individuals are willing to show to the community 
that they can and will be loyal to that community. This was evidenced in the qualitative 
results of the present study, where attendees with a high sense of ownership aligned their 
behaviours to the festival community norms and values, thus demonstrating their 
commitment to the event community.  
Another important element of the sense of community dynamics is the development of trust 
in the authority structure via the establishment of community norms, rules or laws. McMillan 
(1996) observed that individuals must know what they can expect from one another in the 
community to establish and maintain a sense of order and authority. This reasoning is also 
illustrated in the current research findings. Results of the qualitative analysis of managers’ 
interviews show that those festivals that promote pro-environmental behaviours as part of the 
order to be maintained during their festivals have fewer problems in controlling the festival’s 
negative environmental impact. This finding is also consistent with the second major finding 
from the managers’ perspectives, that is, building an on-site pro-environmental culture into 
an event’s community encourages attendees’ positive behaviours.  
Building an on-site pro-environmental culture into an event’s community 
encourages attendees’ positive behaviours  
The current research illustrates that when an event community has pro-environmental norms 
on-site and environmentally responsible behaviours are built into the event’s principles, 
attendees will be encouraged to engage in on-site environmentally responsible behaviours.  
Norms are the standard beliefs and behaviours expected and shared by members of a social 
group (Thøgersen, 2006); thus, the norms established during a festival by the event 
management team guide the predominant behaviours at the festival. For example, the 
qualitative analysis suggests that if there is no communication of the festival’s green norms 
before and at the event by its management, attendees assume that it is not their responsibility 
to look after their waste management. This finding illustrates McMillan’s (1996) third 
element regarding the awareness of mutual benefits or complementarity of needs. In the 
current study, qualitative findings suggest that some attendees believe that as they had paid a 
lot of money for their ticket, they were exempt from on-site environmental responsibilities. In 
other words, they view the trade between the attendee and the festival in terms of the festival 
receiving money for the admission ticket and the attendee receiving entertainment and fun. 
By contrast, attendees who feel part of the festival community because of their active 
participation in it (even though they have paid for their ticket) tend to adhere to the festival 
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pro-environmental culture. In this case, the trade between attendees and festival goes beyond 
the commercial transaction described above, as attendees can fulfil psychological needs that 
contribute toward constructing and/or reconstructing a self- and/or social identity that can be 
celebrated by the event community and its members.    
Managers in the current study who promoted their events as green recognise the need to 
connect and interact with attendees during the festival, perhaps by conducting workshops on-
site about environmental issues. The purpose of doing so is to educate attendees and raise 
their awareness of environmental issues. These results illustrate McMillan’s (1996) fourth 
element of the dynamics of sense of community, that is, communities share experiences that 
represent the transcendent values of the community. This highlights the importance of 
designing and implementing strategies to involve attendees in the festivals’ pro-
environmental initiatives and encourage them to contribute to the event community’s green 
ideals.  
Results of the current research suggest that music festival event managers consider it 
important to design and implement strategies to engage attendees in pro-environmental 
behaviours. Interviews with event managers confirmed that littering behaviour is a major 
problem at music festivals. Such behaviour includes throwing rubbish on the ground, not 
sorting waste, and not taking responsibility for personal belongings. Festival managers 
provide waste management facilities, but their effectiveness is dependent on the active 
participation of event attendees in using these facilities. This finding converges with prior 
research on events that found that the lack of control over their patrons’ behaviours impedes 
green managers in achieving their pro-environmental goals (Mair & Laing, 2012). Managers 
are also aware that littering incurs high costs in cleaning and possible fines (Bjorseth, 2008; 
Mair & Jago, 2010; Mair & Laing, 2012). Managers consider that waste management issues 
detract from the attractiveness of the festival site and may impact the well-being of attendees, 
particularly when festivals are located in natural environments. They were also concerned 
that such issues might deter attendees from return visits to the festival. Again, this highlights 
the importance of planning novel ways to encourage attendees to participate in the event 
community’s pro-environmental initiatives.   
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5.1.2 The Influence of Psychographic Variables on Attendees’ Behavioural 
Intentions and Actual Behaviours  
Attendees’ good intentions do not always translate into actions 
Environmentally responsible behaviours have been extensively studied in the literature. A 
common approach has been to use behavioural intentions as a proxy for actual behaviours, 
rather than to study the actual behaviours and the factors that influence the step between 
intentions and behaviour (Alonso-Vazquez, Packer, Hughes, & Fairley, 2014; Ballantyne & 
Packer, 2011; Hughes, 2012; McKercher & Prideaux, 2010). Therefore, the present research 
focused on examining behaviours separately from behavioural intentions in an effort to 
understand more about the discrepancies and congruencies between them. To achieve this, 
attendees’ pre-visit behavioural intentions and post-visit reports regarding actual behaviours 
were compared. Results of this comparison are consistent with literature in that good 
intentions do not always translate into actions (Ballantyne & Packer, 2011; Bergin-Seers & 
Mair, 2009; Hughes, 2012; Juvan & Dolnicar, 2013; McKercher et al., 2010). Interestingly, in 
the present study, although 41% of participants failed to live up to their own intentions, 32% 
actually exceeded their intentions (based on a comparison of composite behavioural 
intentions with composite actual behaviour scores). Hence, it seems that in the context of 
music festivals, behavioural intentions are neither a sufficient nor a necessary precursor of 
environmentally responsible behaviours.  
Findings of the present research suggest that studying pro-environmental behavioural 
intentions as a proxy for actual behaviour might bring misleading conclusions. Hence, the 
study of actual behaviour is encouraged. This finding is supported by prior research into 
discrepancies between pro-environmental intentions and actual behaviour that has been 
carried out in tourism contexts (Becken, 2004; Bergin-Seers & Mair, 2009; Juvan & 
Dolnicar, 2014; McKercher & Prideaux, 2010). For example, research on perceptions of 
climate change and its repercussions on the tourism sector (McKercher and Prideaux, 2010) 
found that frequent travellers who seem to be most aware of global warming and climate 
change are unlikely to avoid travelling or change their travel behaviour for a more pro-
environmental one because they do not see tourist transport as a cause of climate change. 
Thus, one explanation of the intentions-behaviour gap is that travellers who might be willing 
to adopt an eco-friendly option to mitigate their carbon footprint do not have trustworthy and 
user-friendly information about the ways in which their vacation decision making might 
impact on this footprint. This behaviour may also have implications within a music festival 
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context. For instance, attendees who might be willing to opt for paying extra for a green 
ticket may be influenced by the lack of information about the negative environmental impacts 
of their behaviour when attending the festival. This explanation is further explored in Juvan 
and Dolnicar’s (2013) empirical study into the barriers that might prevent a traveller from 
opting for a pro-environmental choice. They measured travellers’ efficiency in using carbon 
footprint calculators and found that it is difficult for travellers to assess their travel’s climate 
change impacts. They concluded that in order to promote sustainable tourism, public policy 
makers or the tourism industry should provide travellers with information to support their 
environmental decision making. In the music festival context, a good way to inform attendees 
before the festival is via the Internet. Festivals’ websites are a good platform to get in touch 
with the audience to discuss the importance of acting pro-environmentally at festivals. 
Further, this contact may contribute to gain trustworthiness about the festivals’ efforts to 
mitigate their negative environmental impact. Becken’s (2004) research on climate change 
perceptions and tourists’ behaviours suggested that concern about personal financial 
commitments might lead to unwillingness to either plant a tree or pay for the planting to 
offset the carbon footprint of their travel. These studies highlighted above also suggest that in 
an issue as complex as environmentally responsible behaviour, good intentions may be 
thwarted by personal cost. This cost may also affect attendees’ willingness to buy eco-
friendly tickets when attending music festivals. Attendees pay high prices for music festivals 
as one characteristic of these types of festivals is the performance of several well-known 
bands. Hence, attendees’ financial commitments may be oriented to satisfy their basic needs 
such as attendance at the festival, food, drink and may be accommodation if they are staying 
several days. As a consequence, it is important that festival managers create affordable 
financial schemes that allow attendees to support eco-friendly initiatives plus their basic 
needs during the festival.  Furthermore, it is relevant to communicate where and how these 
funds are being used to gain trustworthiness and enhance further participation among 
audiences.      
The factors that were found in the current research to influence the translation of intentions 
into positive on-site behaviours will be discussed in the next sections. These include factors 
that enable attendees to not only meet but exceed their intentions, as well as factors that may 
prevent attendees from meeting their intentions.   
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Psychographic factors and socio-cultural factors are significant predictors of on-
site environmentally responsible behaviours 
The findings of this study show that, in the context of music festivals, factors such as pro-
environmental predisposition, place attachment, festival attachment and self-identity as 
environmentally responsible are generally all significant predictors of on-site 
environmentally responsible behaviours. These results are corroborated in both the 
quantitative and qualitative analyses.  
Pro-environmental predisposition 
It is not surprising that pro-environmental predisposition (i.e., previous engagement in pro-
environmental behaviours) is a strong predictor of further environmentally responsible 
behaviours, especially if the behaviour is already part of a habit. This means that the 
behaviour can be conducted without much cognitive effort (Ajzen, 2001; Ouellette & Wood, 
1998). However, qualitative results of this research reveal that at music festivals there is some 
degree of both conscious and unconscious cognitive processing that influences intentions and 
actual behaviours. For example, attendees explained making a conscious decision not to take 
their rubbish to a rubbish bin because they may lose their position, especially if they are in 
front of the music stage watching their favourite artist. Participants also revealed their 
unconscious processes when they observed that they do not care about the environment when 
they are drunk or under the influence of drugs (behaviour that is common at some festivals). 
Hence, previous engagement in pro-environmental behaviours may be effective in predicting 
behavioural intentions but is less effective in predicting actual behaviours.  
Bamberg, Ajzen, and Schmidt (2003) similarly found that past behaviours are not always 
good predictors of future behaviours, except when circumstances remain relatively stable. In 
the context of music festivals, this may be an important issue as the pro-environmental 
infrastructure provided may not be the same as the one that an attendee has at home, or that is 
provided at other festivals. If the same facilities and activities designed to encourage 
responsible behaviours are provided every time the festival is held, this repetition may 
contribute toward attendees making habitual choices regarding pro-environmental behaviours 
at that particular festival. It may even, as Mair and Laing (2013) have suggested, help to 
translate those eco-friendly behaviours learned or practised at the festival to their daily 
routines. Habitual choices follow cognitive shortcuts in the sense that little information is 
needed to consider options to make a choice (Aarts, Verplanken, & van Knippenberg, 1998). 
Thus music festival attendees can apply pro-environmental cognitive shortcuts that support 
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environmentally responsible behaviours at a festival, even though they are away from their 
usual routine. Creating a stable pro-environmental pattern of waste management as part of the 
festival infrastructure may thus influence attendees’ engagement in on-site eco-friendly 
behaviours and assist attendees to assume responsibility for their waste management at the 
festival as a habitual response.   
Place attachment 
Place attachment is another significant predictor of environmentally responsible behaviour. 
The qualitative analysis of the current research reveals that an individual’s sense of 
community includes the place where the festival is held as an important characteristic of the 
festival community. As a consequence, in the context of music festivals, people who have an 
emotional bond to the place where festivals are held are more likely to participate in eco-
friendly activities. Literature on events highlight that event places evoke a sense of 
belongingness in people. For example, studies have observed that community festivals can 
elicit a community’s sense of place and thus allow individuals to reveal their values, interests, 
and aspirations (Derrett, 2003), thus, these festivals provide another way to express self-
identity (De Bres & Davis, 2001). In addition, literature on place attachment has suggested 
that meaningful places may be used to protect and enhance individuals’ self-identity, 
belongingness and social bonding (Giuliani, 2003; Proshansky, 1978; Proshansky et al., 
1983; Tonge et al., 2014; Twigger-Ross et al., 2003).  
In the current study and other recent research, place attachment has been shown to be an 
important predictor of eco-friendly behaviours (Cheng, Wu, & Huang, 2012; Halpenny, 
2010; Kyle et al., 2004; Vaske & Kobrin, 2001; Walker & Chapman, 2003). Quantitative 
results of this current research show that attachment to the place where the festival is held 
predicts on-site eco-friendly behaviours that may require a higher level of personal 
commitment, for example, picking up other peoples’ litter, only buying products with 
minimal packaging, reminding other people to put cigarette butts in the bin, and putting 
cardboard, papers and plastic bottles in recycling bins. Similarly, in the context of a tourist 
island, Cheng and Huang’s (2012) study found that place attachment was strongly associated 
with pro-environmental behaviour, even though respondents were on holidays. However, the 
results of the present study differ from Cheng and Huang’s study in that attendees at music 
festivals in the current study were willing to engage in activities that may require more 
personal commitment. The emotional bond of an attendee towards the place where a festival 
is held may be stronger than the emotional bond of a tourist towards a destination attraction. 
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This may be because festival attendees recognise that the direct repercussions for 
irresponsible pro-environmental behaviour affect not only the environment but also the 
festival community, while visitors to a tourist island may only see repercussions as temporary 
while they are visiting and believe that the main responsibility rests with the island’s local 
residents.  
Attendees who feel attachment to the place where the festival is held tend to participate in 
complex eco-friendly initiatives. This current research finding converges with prior research 
on eco-friendly behaviours in tourism settings. Walker and Chapman (2003) suggested that 
attachment to a national park influences intentions regarding behaviours that require more 
personal commitment such as choosing not to visit a place in the park for environmental 
reasons, picking up other peoples’ litter in the park, paying higher entrance fees, and 
volunteering for that park’s pro-environmental projects. Halpenny’s (2010) study into the role 
of place attachment in predicting place-specific (national park) and general pro-environment 
behavioural intentions demonstrated that place attachment strengthens and predicts place-
related behavioural intentions. In addition, Halpenny’s study identified the significance of 
place attachment in predicting pro-environmental behavioural intentions in everyday life. 
Tonge et al.’s (2014) research found that place attachment to a coastal tourist destination, in 
particular place identity, directly affects on-site pro-environmental behavioural intentions and 
willingness to remind others how to act on-site and off-site to conserve marine parks. These 
findings suggest that managers could highlight in their festivals’ communication the 
importance of behaving in an eco-friendly manner to preserve the place where the festival is 
held.   
In summary, findings of the present study suggest that the place where a music festival is 
held is important to the festival community; hence, messages that remind attendees of their 
emotional bond with the festival community and the particular place are likely to encourage 
pro-environmental initiatives. These findings also agree with the studies outlined above by 
demonstrating that attachment to a specific place that is used for recreational purposes can 
evoke or support visitors’ on-site environmentally responsible behaviours.  
Festival attachment 
Festival attachment is another factor that influences on-site eco-friendly behaviours. This 
quantitative finding is corroborated and explained by the qualitative analysis of this research. 
It seems that attendees who identify with the festival community and actively participate in 
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the festival strengthen their self- and social identity, with these feelings boosting their 
emotional bond towards the festival. This phenomenon can be interpreted through Stryker 
and Burke’s (2000) reflections on different strands of identity theory. They suggest that “the 
relation of social structures to identities influences the process of self-verification, while the 
process of self-verification creates and sustains social structures” (p. 284). Applying this 
suggestion to the current research, it can be said that attendees and their festival community 
relate and complement each other in terms of developing a unique social structure that assists 
in verifying their self- and social identity. As noted by Sparks and Shepherd (1992), self-
identity triggers behaviours that are consistent with this identity. Therefore, attendees who 
identify with the festival community and have a special attachment to the festival itself tend 
to behave in ways that favour the festival and its community.  
This reasoning is consistent with prior research on events that has highlighted the importance 
of attendees identifying with the festival community as a possible explanation of attachment 
to an event, and of adopting the dominant behaviour accepted by the fest ival’s community 
(Adsett, 2011; Bhattacharya, Rao, & Glynn, 1995; Gardner, 2004; Hays & Minichiello, 
2005). For instance, Bhattacharya et al.’s (1995) study into art museum members’ perceived 
belongingness to the organisation found three main elements that are related to the members’ 
identification with the museum community: 1) organisational and product characteristics such 
as the perceived organisational prestige; 2) members’ affiliation characteristics, for example, 
duration of membership, frequency of visits; and 3) members’ activity characteristics such as 
donating activity and being able to confirm their expectations of the organisation’s services. 
This affinity encourages members to actively participate in museum activities and acquire 
products and take up offers that support their self- and social identity. These elements also 
seem to apply to music festival attendees. Festival attendees who actively participate in the 
festival and feel an affinity to its community engage in higher levels of on-site 
environmentally responsible behaviours due to the enhancement of their self- and social 
identity via their engagement with the festival’s initiatives.  
This research’s qualitative findings converges with prior research in that attendees who 
identify with the festival community’s culture and have an emotional bond with the festival 
community tend to commit to the festival community’s cause. According to the managers 
who were interviewed, this bond grows initially due to affinity to a common interest and 
subsequently increases through social interaction in the community. This interaction 
complements attendees’ self- and social identity as being part of the festival community. 
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Hence, attendees with high festival attachment may engage in a high level of environmentally 
responsible behaviours at a festival with which they identify.  
Gardner’s (2004) study detailing six years of ethnographic research into attendees’ 
involvement in a music festival explained their attachment to their festival community by 
comparing the festival’s norms and forms to the values, lifestyles, and cultural opportunities 
that attendees find elsewhere in mainstream society. Gardner described in his study the 
existence of temporary forms of mobile communities. He referred to these communities as 
‘portable’, that is, they are comprised of organized groups of similarly minded individuals 
who share mutual interests and lifestyles, and who seek each other out when traveling or 
moving frequently from place to place to participate in a meaningful event in their lives, in 
this case, a music festival. Interestingly, Gardner observed that festival “members can 
connect and bond with others without having formal contacts or institutional relationships to 
establish initial entrée into the setting” (p. 156). Gardner acknowledged that a community 
that does not have a strong institutional involvement might not be considered as a serious 
community. However, he argued that these portable communities are capable of developing 
social structures similar to neighbourhoods, but without a specific geographic rootedness. In 
addition, the results of Gardner’s study highlighted how self-identity and social identity31 
complement each other.  
Although festival attachment was identified by managers and attendees as a factor 
influencing environmentally responsible behaviour at music festivals, it is important to note 
that the current research’s quantitative analysis results show that place attachment is a better 
predictor than festival attachment of both environmentally responsible behavioural intentions 
and actual behaviours. 
Self-identity as environmentally responsible 
Attendees’ self-identity as environmentally responsible is found to be a moderately strong 
predictor of behavioural intentions but only a weak predictor of actual behaviours. That is, 
attendees who consider themselves to be environmentally responsible intend to behave in a 
pro-environmental way at music festivals; however, this does not guarantee their final 
behaviours.  
                                               
31 Self-identity reflects the extent to which a person sees him- or herself as an individual, while social-identity 
reflects the extent to which a person sees him- or herself as a member of a social group (Twigger-Ross et al., 
2003) 
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According to the qualitative analysis, attendees explained that green music festivals attract 
audiences who are or want to be eco-friendly, and that such people can even be recognised by 
the clothes they wear and how they act. Sparks and Shepherd (1992) observed that a person’s 
self-identity or self-concept has an influence on behaviour because, “if a person’s self-
identity per se is important to him/her, then the creation, affirmation, or bolstering of self-
identity through the performance of behaviour could be conceptualized validly as an outcome 
of the behaviour, albeit possibly difficult to articulate and less salient in relation to other more 
tangible outcomes” (p. 390). Further, Mair and Laing’s (2013) study into green events found 
that, in attending green events, attendees are encouraged and receive positive feedback for 
their lifestyle choices. These suggestions could also been explained by literature on self-
identity that has observed that social interactions trigger self-consciousness; hence, 
individuals look for coping strategies to re-affirm their identity (Twigger-Ross et al., 2003).  
In terms of self-identity theories, the current research finding of self-identity as a weak but 
significant influence on attendees’ on-site eco-friendly behaviours supports the view that 
green events are used as a means to support some people’s identity processes, especially 
those who consider themselves as authentically pro-environmental, or who are in the 
transformation process of affirming their roles as pro-environmental. Therefore, it could be 
argued that attendees who identify with a festival are likely to be willing to actively 
participate in the festival pro-environmental initiatives as a means of affirming their self-
identity.    
Attendees’ perceptions regarding the green status of the festival influence the 
extent to which their behaviour matches their intentions   
The literature on environmentally responsible behaviours at events has focused on green 
events contexts and has mostly been approached from the management perspective. This 
current research expands this knowledge to non-green festivals by examining attendees’ 
environmentally responsible behavioural intentions and actual behaviours at both green and 
non-green music festivals. An important finding of this research is that attendees who 
perceive they are at a green festival are more environmentally responsible than they had 
intended to be, and those who perceive they are attending a non-green festival fail to match 
their own intentions to act in an eco-friendly way. Two possible reasons may explain these 
findings: 1) the influence of the predominant behaviour of attendees at a festival on other 
attendees; and 2) the influence of the festival’s framing/theme on attendees.  
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Regarding the first explanation, qualitative results suggest that attendees imitate the 
predominant behaviour at festivals because: a) they enjoy interacting with other attendees 
who have similar interests; b) their active participation at the event re-affirms their self-
identity; or c) they are able to experiment with different roles in relation to their self-identity 
during the festival. These three aspects are discussed in the following paragraphs and provide 
an explanation based on prior research regarding the influence of the behaviour of others 
when attending a social event.  
In the current study, the qualitative analysis suggests that people’s identification with the 
festival community leads to their on-site pro-environmental behaviours, especially if the 
attendees perceive the festival to be a green event. This perception is encouraged by the 
festival’s dynamics that include pro-environmental infrastructure on-site as well as guidance 
and supervision regarding how people can take personal responsibility for the festival’s 
environment. Frequent attendees observed that people at festivals behave in a more 
responsible way when the festival is meaningful to them as they identify with the festival and 
its community. Therefore, as these attendees care about the festival’s reputation as eco-
friendly, they adhere to the festival’s request to behave responsibly, and in some cases are 
also willing to pick up litter dropped by other people who might be forgetful or simply do not 
care about it.  
These findings support research regarding brand communities that has suggested that people 
who have common interests and identify with the event community culture tend to behave 
according to that community’s set of norms (Adsett, 2011; Bhattacharya et al., 1995; 
Donnelly & Young, 1988; Green & Chalip, 1998; Kim & Jamal, 2007; McAlexander et al., 
2002; McMillan & Chavis George, 1986). Festivals, especially those organised by temporary 
mobile communities, are a chance for people to express their self-identity both as individuals 
and as a community (Adsett, 2011; Donnelly & Young, 1988; Green & Chalip, 1998). For 
instance, Adsett’s (2011) study into the motivations of attendees at the Tamworth Country 
Music Festival found that the social interaction with other attendees who identify as country 
music lovers is an important reason for attending. Furthermore, in Adsett’s study, festival-
goers share a cultural language that is associated with the music genre and this assists them in 
behaving more confidently as well as facilitating how others at the festival behave towards 
them. Similarly, Green and Chalip (1998) investigated what attracts sport participants to a 
destination to attend a sport (soccer) event. The authors found that participants’ reasons to 
travel are not only to play football but also for the opportunity to interact and reinforce their 
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status in the soccer community. As a consequence, this interaction deepens participants’ 
commitment to the soccer community and affirms their identity as football lovers. 
Interestingly, qualitative and quantitative results of the current research also show that some 
attendees at green festivals behave in a pro-environmental way even though they do not 
perceive themselves as eco-friendly, and some attendees behave irresponsibly at non-green 
festivals even though they perceive themselves as somewhat eco-friendly. These behaviours 
could be interpreted from Turner’s (1982) liminal space concept that recognises that people’s 
sense of identity changes to some extent when they are in a novelty situation, which induces 
disorientation and the possibility of new perspectives and behaviours. According to literature 
on public events, festivals are good examples of liminal spaces that assist in some cases to 
affirm an attendee’s authenticity as someone who possesses unique characteristics that 
distinguish her/him from others or, in other cases, to provide escape from daily routines as 
they are able to play a different identity role. For example, Hannam and Halewood’s (2006) 
study into European Viking themed festivals found that participants use this type of festival 
as an expression of heritage identity which is idealised by the participants as a ‘genuine’ way 
of life. These festivals recreate the well-ordered society of Vikings to contrast with the 
Anglo-American stereotypical representation of Viking as pirates. Hence, participants at 
these festivals judge each other’s authenticity, and through this create both an expression of 
identity and an emotional community.  Kim and Jamal’s (2007) study ‘Touristic quest for 
existential authenticity’ examined the experience of repeat and active tourists who participate 
in a Renaissance festival. Their results showed that the festival experience allows attendees to 
express, regain or reconstruct a sense of self that is suppressed in their regular social roles 
and in the norms of everyday life. Kim and Jamal’s study also showed that while some 
attendees affirm their genuine identity by assuming a temporary role, others escape from their 
daily routine by assuming a temporary role that is limited to the duration of the festival.  
The findings of the current research suggest that attendees at music festivals also respond to 
liminal spaces, and that framing the festival as green seems to influence attendees to adopt a 
pro-environmental behaviour even when they do not consider themselves to be eco-friendly. 
Hence, green music festivals provide a space where an attendee can experience and adopt 
temporary eco-friendly behaviour if he/she is influenced by the festival’s theme/frame or by 
the festival community. Another finding that supports the view that attendees respond to 
liminal spaces at music festivals is that at festivals without a green focus attendees behave 
irresponsibly even when they consider themselves as an eco-friendly person. This could be 
because attendees relax their pro-environmental behaviours at a non-green festival, they 
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observe that the majority of the attendees litter, there is a lack of facilities, or there appears to 
be no interest from the festival management in encouraging eco-friendly behaviours.  
Prior research on festivals has proposed that a festival’s theme/frame seems to predispose 
attendees to a specific mindset (hence, how they will behave) before attending an event 
(Adsett, 2011; Hannam & Halewood, 2006; Kim & Jamal, 2007). This mindset preparation 
before the festival can be illustrated in the Renaissance and Viking festivals outlined above, 
where the festival communities adopt a theme that involves costuming plus role-playing. 
According to Kim and Jamal (2007), this type of practice allows participants to adopt a 
different mindset and elicit emotions before and at the festival that influence attendees’ 
attitudes by arousing other attendees’ anticipations of their conduct. In addition, literature on 
tourism has demonstrated that the tourism experience could be influenced by the way it is 
labelled and framed before and during the experience (Ritchie, Tung, & Ritchie, 2011; 
Scherer, Schorr, & Johnstone, 2001). This labelling and framing could be seen as a mindset 
preparation previous to the tourist experience, as in the case of events.  
Ritchie et al. (2011) have argued that to meet tourists’ expectations and enhance satisfaction 
with the travel experience, tourism providers could frame the tourist experience. This framing 
could be based on travellers’ emotional interpretations of their trip experiences, as the authors 
claim that the tourism experience is fundamentally subjective. This reasoning is based on 
appraisal theory that assumes that emotions are an important factor in influencing behaviours, 
and that these emotions are elicited by evaluations. For example, sadness felt when a 
romantic relationship ends may be elicited by the appraisals that something desired has been 
lost (Roseman & Smith, 2001). Something similar could happen from a pro-environmental 
perspective, where sadness felt when a natural environment is destroyed may arise from 
appraisals that something loved has been lost. Hence, from the viewpoint of this theory, these 
evaluations are subjective interpretations that may prompt a specific behaviour (Scherer et al., 
2001). For instance, sadness in the case of a lost romance may be alleviated by having a chat 
with a friend, and in the case of a destroyed natural environment may be lessened by joining 
an eco-friendly activist group.  
These studies support the findings of the current research that suggest that framing might be 
applied as a pro-environmental management strategy before and during the event to influence 
behaviours by predisposing attendees to a specific mindset. This recommendation is 
particularly relevant for those festivals that want to highlight their green credentials, because 
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if green goals are included as part of the festival’s theme or frame then patrons might be more 
likely to participate in pro-environmental activities at the festival.  
The qualitative analysis also suggests that attendees’ assumptions about who holds the main 
responsibility for caring for the festival’s environment influenced attendees’ judgement to act 
or not to act in an environmentally responsible way. Prior research has demonstrated that 
people are more likely to become involved in a good cause if they are asked in advance to do 
so (Schwarzwald, Raz, & Zvibel, 1979; Sherman, 1980), and if facilities are provided to 
enable their involvement (Dolnicar, 2010; McKenzie-Mohr, 2000b; Schwarzwald, Raz, & 
Zvibel, 1979; Sherman, 1980). Thus, festivals that request eco-friendly behaviours in their 
attendees before and during the festival or, in other words, frame the event as green, seem to 
be more effective in controlling negative environmental impacts than those festivals that do 
not. If co-responsibility in controlling waste is not clarified and requested, attendees might 
expect that the organisers will be solely responsible for the festival’s environment. Given 
this, it could be inferred that incorporating the green aspect in the festival’s framing might 
help organisers not only to attract people who are already eco-friendly and influence others to 
behave properly due to the exemplary behaviour of the eco-friendly attendees, but also to 
communicate the festival’s code of conduct.  
Although this suggestion might facilitate attendees’ adoption of eco-friendly behaviours at 
festivals, it is important to consider prior research that explains that this adoption might be 
because attendees perceive pro-environmental behaviours to be novel. As a consequence, 
there is uncertainty about the repetition of this positive behaviour on further occasions 
(Heimlich & Ardoin, 2008). To overcome this uncertainty, prior research has suggested that 
continual reinforcement of these messages be provided during the event, and that these 
messages should remain in place (on-site) at every repetition of the event (Porter, Leeming, & 
Dwyer, 1995). This is because behavioural research has provided evidence that pursuing the 
same goal in a stable context both frequently and consistently is the key to successful 
behavioural change (Bargh & Gollwitzer, 1994). This might encourage pro-environmental 
behaviours at the festival even though some attendees do not exhibit these behaviours on a 
daily basis, as well as alleviate discrepancies between attendees’ behavioural intentions and 
actual behaviours.  
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5.1.3 The Impact of Management Strategies, Benefits and Barriers on Attendees’ 
Environmentally Responsible Behaviours 
Pro-environmental management strategies are important to engage attendees in 
on-site environmentally responsible behaviour 
The qualitative analysis of the current research reveals that attendees are willing to participate 
in pro-environmental initiatives when there are both adequate facilities to do so and guidance 
from the festival organisers. The quantitative analysis further demonstrates that bins in 
convenient locations and signage at the festival are important in prompting attendees to be 
responsible with their waste. Interviews have revealed that, in general, people do attempt to 
monitor their own behaviour at festivals, but often there are insufficient bins, inappropriate 
types of bins, a lack of rubbish control at music stages, the presence of mixed rubbish in the 
recycling bins due to the lack of bins and unclear signage, insufficient cleaners during the 
festival, bins overflowing, and rubbish everywhere including many cigarette butts on the 
ground. Attendees commented that in their view this applies at both non-green and green 
music festivals. They also added that having general waste and recycling bins is not enough 
for a festival to claim to be eco-friendly, and that the festival should implement further pro-
environmental initiatives to be more aggressive in getting the message across to attendees, 
because although there are some bins and cleaning staff, there is still so much waste on-site.  
Clearly, the lack of facilities at festivals is still a real problem and an important element that 
affects the step between behavioural intentions and action. This view is endorsed by 
Dolnicar’s (2010) research that observed that people who consider themselves as eco-friendly 
would behave in a pro-environmental way if they had the opportunity to do so, even on 
vacations. Behavioural control (beliefs about the presence of factors that facilitate 
performance of the behaviour) enables individuals to move from attitudes to actual behaviour 
(Berger & Corbin, 1992). Event management teams thus need to play a crucial role in terms 
of providing facilities and guiding attendees to minimise the negative environmental impact 
of festivals. These facilities would then encourage on-site eco-friendly behaviours not only in 
attendees who are already eco-friendly, but also in those who believe that being at music 
festivals is like being on holidays and hence there is no need to behave in an eco-friendly 
manner. This finding is supported by prior research that has suggested that external 
contextual factors such as provision of pro-environmental facilities, laws and regulations, 
supportive policies, and advertising are among the most important for assuring pro-
environmental behaviours (Gardner & Stern, 2002; Ölander & Thøgersen, 1995; Perrin & 
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Barton, 2001; Stern, 2000, 2005; Thøgersen, 1997). For example, Ölander and Thøgersen’s 
(1995) motivation-opportunity-ability-behaviour model has suggested three mechanisms to 
assist people’s participation in recycling programs: 1) to influence the level of inconvenience 
associated with recycling by the available infrastructure that triggers the motivation to 
recycle; 2) to enhance the opportunities for acting on recycling intentions by offering high-
service from the program management; and 3) to offer opportunities to try recycling on an 
experimental basis to obtain experience with it. This experience may produce positive 
attitudes through learning mechanisms. This model was tested in Thøgersen’s (1997) research 
into recycling behaviour in Danish households, which provided empirical evidence that even 
when people are highly motivated to recycle it is likely that the recycling goals will not be 
met if there is no infrastructure and high service to support such an initiative. To overcome 
this, Thøgersen suggested that the provision of diverse schemes to recycle, guidance on how 
to recycle, and offering trials may strengthen people’s recycling behaviours and lead to the 
achievement of a community’s pro-environmental goals.  
According to the present research, interviews with event managers show that the suggestion 
to conduct interventions on-site applies well to green music festivals. In fact, managers who 
had experience in hosting green events commented that guiding and teaching attendees how 
to recycle on-site has been an effective strategy for them to encourage attendees’ 
participation in the festival’s waste management initiatives. In their view, this effectiveness 
seems to complement entertainment and fun activities as ways to communicate the festival’s 
pro-environmental goals. Perrin and Barton’s (2001) study also confirmed that facilitating 
pro-environmental schemes and guidance supports pro-environmental behaviours. The 
authors’ study into why people recycle at their households provides evidence that recycling 
behaviour appears to be related to the level of inconvenience caused by the type and design of 
recycling scheme offered and the type of material being recycled. Perrin and Barton 
concluded that offering easy and flexible schemes for individuals’ needs, further education, 
information and feedback facilitate participation in recycling behaviours. Stern’s (2005) 
study endorsed these views, with the author arguing that interventions in the context where 
there is a need for more participation in pro-environmental behaviours are more effective 
than targeting people through only verbal or written communication.  
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Most attendees consider it important to behave in an environmentally 
responsible way on-site because of the benefits they perceive for the well-being of 
both the festival and the environment 
An important contribution of this research is the finding of the quantitative analysis that 
attendees’ perceptions of the benefits that can be gained from behaving in an environmentally 
responsible manner at a festival are important precursors to action, and that the benefits to the 
environment and to the festival are strong reasons to behave in a responsible manner at the 
festival. These reasons include that it is the right thing to do, it keeps the festival site more 
pleasant, and it enhances the festival’s reputation. The qualitative analysis expands on this 
quantitative finding, revealing that attendees recognise that there are negative environmental 
impacts when hosting a festival, especially those that are held in natural environments. For 
example, as a result of a mass of people gathering in a natural place, wildlife environmental 
processes could be compromised, with these processes taking a long time to recover. Thus, 
all people involved in the festival should contribute toward mitigating this environmental 
problem. One way to maximise this is to activate attendees’ sense of moral obligation 
towards the environment. Environmentally responsible behaviours are classified as moral 
behaviours that are based on judgments about the right or wrong thing to do by individuals as 
well as by the mainstream society (Thøgersen, 1996). However, given that not all people see 
pro-environmental behaviours as the right thing to do, providing education before and during 
a green festival may assist managers to accelerate attendees’ levels of engagement in pro-
environmental initiatives at green festivals (Mair & Laing, 2012).  
In the current research, other reasons why attendees chose to behave in a more 
environmentally responsible way were related to the awareness that festivals found to 
negatively impact the environment might be prevented from running future events. 
Attendees’ appreciation of the festival, especially those held in natural areas, and well as 
concerns about protecting the festival’s reputation as eco-friendly seem to be important 
reasons for attendees to behave properly. However, managers and attendees concurred that 
environmentally responsible behaviours at festivals is a challenge because, on a daily basis, 
the majority of people do not reflect on the negative impact of their activity and it may be less 
of a concern when they are at a social event. Environmental literature supports this view, 
suggesting that although people in general are more aware of environmental issues, there is 
still a low level of engagement in pro-environmental activities (Elkington, 2006; Glasby, 
2002; Gore, 2006; Gössling et al., 2005; Nickerson, 2003; Taylor, 1996; Wilkin, 1996). As a 
consequence, it is important to include management strategies on-site that familiarise 
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attendees with the benefits that can be obtained for the natural environment and the 
community if they participate in the festival’s pro-environmental initiatives. These findings 
are important because they highlight the need for event managers to keep working not only 
on attendees’ awareness of the benefits of behaving in a more pro-environmental way at 
events, but also on searching for creative ideas to engage more attendees in their festivals’ 
eco-friendly initiatives. 
Attendees’ reasons to behave in a pro-environmental way at events could also be interpreted 
from a philosophical viewpoint, as expressed in Venhoeven, Bolderdijk, and Steg’s (2013) 
recent work on the paradox of how pro-environmental behaviours can both impede and 
inspire well-being. The authors concluded that part of the answer depends on different views 
on what well-being entails, and whether the focus is on feeling pleasure (i.e., hedonic well-
being), or feeling meaningful (i.e., eudaimonic well-being). In their work, hedonic well-being 
refers to physical and cognitive preferences and pleasures, for example, having a nice dinner 
or the attainment of a goal. Eudaimonic well-being refers to pursuing the right ends using 
one’s best human capacities by actively pursuing virtues and excellence, such as turning 
down the heater during a cold winter day because it has climate change implications even 
though it may lead to an uncomfortably cold room. Hence, the authors observed that doing a 
good thing does not necessarily imply feeling good, as there are sacrifices that must be made 
to achieve the goal. Venhoeven et al. explained that eudaimonic psychology refers to a deeper 
sense of well-being such as having a meaningful life.  
The current research findings show that the majority of attendees in the survey selected one 
hedonic reason to behave in a more pro-environmental way at music festivals, that is, because 
it keeps the site more pleasant. Furthermore, attendees selected two eudaimonic reasons, that 
is, because it is the right thing to do for the environment, and because it enhances the 
festival’s reputation. The hedonic and eudaimonic motives to behave in an environmentally 
responsible way are important because a better understanding of individuals’ well-being 
motives could help pro-environmental leaders to add pleasurable or meaningful features to 
their pro-environmental campaigns. 
In the current research, however, there is also evidence that not all attendees agree to behave 
in a pro-environmental way when they are at festivals. Kahan’s (2010) research into ways to 
improve scientific debates and communications suggested that there is a need to learn more 
about how to present information in formats that are agreeable to culturally diverse groups. 
Kahan’s research has demonstrated that people tend to disqualify scientific arguments that 
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could lead to restrictions on activities valued by their social group, and support those 
arguments that reinforce their cultural values as well their connection to others with whom 
they share important values. Villacorta, Koestner, and Lekes’ (2003) research showed that 
people are more likely to engage in pro-environmental behaviours if their important social 
groups such as their parents and peers support this cause. The present research also 
demonstrates these findings in that both attendees and managers commented that the festival 
community and peers in general influence irresponsible or responsible eco-friendly 
behaviours. As a consequence, it is suggested that pro-environmental campaigns at music 
festivals could send messages to a diverse range of attendees who might or might not be 
interested in behaving in a pro-environmental way. Such campaigns could highlight hedonic 
and eudaimonic well-being motives to behave in an environmentally responsible manner at 
festivals in ways that might appeal to these diverse types of attendees.     
The main barrier preventing attendees from engaging in environmentally 
responsible behaviours was the belief that their actions would not make a 
difference 
Attendees’ beliefs that ‘I didn’t think it would make any difference if I behave in an 
environmentally responsible way when I was at the festival’ were identified as a major barrier 
to engagement in environmentally responsible behaviours. The belief that attendees’ own 
participation was not necessary to keep the festival clean also emerged in the qualitative 
results. Some attendees explained that although they do not like dirty festivals, they do not 
believe that throwing their rubbish in the bin and sorting it on-site makes a difference in 
protecting the environment, because there is already so much rubbish on the ground, and 
overflowing from the bins. Kollmuss and Aygman  (2002) observed that although people 
experience an emotional reaction to environment degradation, they still may not act pro-
environmentally. Environmental psychology researchers explain these reactions in various 
ways (Bamberg & Möser, 2007; Jensen, 2002; Kollmuss & Agyeman, 2002; Newhouse, 
1990; Wiidegren, 1998). For instance, an individual may use denial, rational distancing, 
apathy and/or resignation as psychological defence mechanisms to alleviate feelings of guilt, 
sadness, pain, or anger (Kollmuss & Agyeman, 2002). Guilt is an important pro-social 
emotion because it results in a felt obligation to compensate for the caused damage (Bamberg 
& Möser, 2007; Baumeister, 1998). Feelings of guilt are closely related with social norms, 
and result from a perceived mismatch between one’s own behaviour and social norms 
(Baumeister, 1998).  
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In the present research, some attendees expressed guilty feelings if they destroyed a pristine 
natural environment while at the music festival; other attendees blamed the festival organisers 
for not taking responsibility to protect the environment. Still others pointed out that as the 
main objective of people at a festival is to have fun, there is no need to be environmentally 
responsible. Finally, a large number of attendees expressed feelings of apathy and/or 
resignation. These attendees avoided action and denied responsibility for their waste 
management while at the festival. According to psychologists, resignation or helplessness lies 
at the root of such action paralysis; hence, in the context of this current study, attendees felt 
they had no control over what happened at the festival environment, even though they may 
have felt sadness and/or anger at the degradation (Jensen, 2002; Kollmuss & Agyeman, 2002; 
Newhouse, 1990). These findings suggest that pro-environmental messages at the festival 
should include elements that address these feelings of helplessness. Event organisers could 
display short videos among the music performances showing the contrast between the 
negative environmental impact caused by attendees littering at the festival and the positive 
environmental impact when the whole festival community (artists, organisers, attendees, and 
food suppliers) is involved in waste management. The objective here would be to encourage 
attendees’ participation in disposing of their litter using not only emotional but also rational 
appeals to inhibit pessimistic thoughts.  
5.2 Implications of Findings for the Advancement of Practice and Theory  
5.2.1 Practical Implications 
The present research reveals that music festival attendees’ environmental behaviours cause 
problems for event managers in relation to the high costs of waste collection, degradation to 
the environment, and creating a bad reputation for the festival. Adding to the quest for 
solutions to these issues, this study has contributed to identifying practical measures event 
managers can take to encourage pro-environmental behaviours at festivals. In particular, it 
suggests that the synergy between framing the festival as green and providing pro-
environmental facilities is vital to encourage eco-friendly behaviours when people are at the 
festival. In other words, this study advises well-designed pro-environmental facilities and 
green-marketing strategies before and at the festival to support attendees’ pro-environmental 
behaviours at music festivals. These strategies are particularly important in the case of 
attendees who report a cognitive and emotional attachment towards the festival and its place.  
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This research reveals that it is not enough to encourage attendees by providing facilities 
without any guidance, or without communicating clearly the green goals of the festival. 
Therefore, managers are advised to offer attendees opportunities before and at the festival 
that assist them to reflect upon the link between their on-site actions and their impact on the 
festival’s environment. These reflections do not need to be inconsistent with the relaxed and 
joyful atmosphere of music festivals. This research acknowledges that one of the main 
objectives of the festival is ‘entertainment’. Hence, it agrees with Gelder’s and Robinson’s 
(2009) recommendation about offering services and strategies that enhance a fun and festive 
atmosphere that enable the opportunity to socialise and participate in other non-musical 
experiences at the festival. These activities could be related to reforestation or conservation 
projects to improve the festival’s place and/or joining a festival’s membership. Attendees 
could be given rewards for their collaboration with this important task. 
It is therefore suggested that managers should consider including messages into their green-
marketing strategies that: 
 Prompt attendees to consider how their own actions at the festival impact upon the 
festival’s community, wildlife and habitats. 
These messages could be included on: (a) clear signage on-site that guide attendees in the 
correct use of the pro-environmental facilities provided and the consequences of not doing so; 
(b) the festival’s main screen providing data on the unnecessary costs of waste collection and 
how this money could be invested in reforestation projects to compensate the festivals’ 
negative environmental impact; (c) the festival’s web-site, with the festival’s main screen 
and/or on-site workshops providing evidence of positive impacts of conservation on natural 
environments, or where presenters talk about stories of the negative impact of food scraps, 
cigarette butts upon the local wildlife and how to mitigate them; and/or (d) brief 
announcements by music performers during their shows to encourage attendees to observe 
and appreciate the existent habitats and wildlife as well as the experience of music at the 
festival.  
The idea of presenting these messages is to: 
 provide a novel way to foster a sense of responsibility for environmental issues while 
people are at music festivals; and 
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 design strategies to optimise pro-environmental behaviours by encouraging patrons to 
emotionally and cognitively connect with the festival and its place via participating 
actively in the festival community.  
To reinforce these positive behaviours it would be useful to connect attendees back with their 
green music festival experience after the event. This connection could be reinforced by 
sending attendees emails with images about memorable moments at the festival and brief data 
of the success or further challenges in terms of minimising the negative environmental impact 
caused by the festival. The images could include music performers getting involved in the 
reforestation projects, which might help to increase the perception that being green is a ‘cool’ 
thing to do. The goal of doing this is to reiterate the festival community’s conservational 
commitment and remind attendees of the necessity of their participation.  
5.2.2 Theoretical Implications 
In terms of this research’s theoretical implications, in general, the new knowledge gained 
from this study contributes to developing an understanding of visitors’ environmentally 
responsible behaviours when they are at a music festival; an area in which there has been 
limited previous research (Getz, 2005, 2013; Henderson, 2011; Laing & Frost, 2010). This 
new knowledge could be also applied to tourism and leisure contexts which have called for 
further research on tourists’ pro-environmental behaviours (Dolnicar, 2006, 2010; Dolnicar et 
al., 2008; Dolnicar & Leisch, 2008; Juvan & Dolnicar, 2013). Attendees could be considered 
as tourists, especially those who visit a music festival as an alternative touristic destination 
(Cole & Illum, 2006; Collins et al., 2012; Getz, 2005). In fact, these research results suggest 
that there is a general feeling of being on holidays when attending a multiday music festival.   
In particular this research contributes to: 
 Applying diverse psychological theories to environmental issues in a different 
context from local communities (Barr, 2004; Barr, Ford, & Gilg, 2003; De 
Young, 2000; Haldeman & Turner, 2009; Kennedy, 2010; Lindsay & 
Strathman, 1997; McKenzie-Mohr, 1994, 2000a); 
 Highlighting the important role of event managers in engaging attendees in 
on-site environmentally responsible behaviours;  
 Supporting the research findings of other studies related to discrepancies 
between intentions and actual behaviours (Ballantyne & Packer, 2011; Barr, 
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2004; Bergin-Seers & Mair, 2009; Heimlich & Ardoin, 2008; Hughes, 2012; 
Juvan & Dolnicar, 2013; McDonald et al., 2012; McKercher et al., 2010); and 
 Confirming the view that in the context of music festivals, behavioural 
intentions are neither a sufficient nor a necessary precursor of 
environmentally responsible behaviours. 
5.3 Limitations of the Study and Suggestions for Further Research 
It is important to recognise that extensive literature on environmentally responsible 
behaviours applied in different contexts has suggested diverse factors that influence these 
behaviours. Drawing a conclusion across all relevant research into this subject goes beyond 
the limits of the present study. However, this research concurs with the stance of McDonald 
et al. (2012) and Newholm (2000) who observed that human behaviour is too complex to 
fully understand why people act responsibly towards the environment. Therefore, this 
research supports the view that to really understand pro-environmental behaviours it is vital 
to focus on the context in which the behaviours take place (Barr et al., 2003; Brown et al., 
2010; De Young, 2000; Lindsay & Strathman, 1997; Steg & Vlek, 2009). The use of 
qualitative and quantitative approaches are essential in assisting researchers to identify 
specific contextual needs and facilitate the creation of an appropriate framework for 
particular contexts.   
Previous research has indicated that environmentally responsible behaviours may vary from 
one context to another (Balderjahn, 1988; McKenzie-Mohr, 2000a; Pickett et al., 1993; 
Schultz et al., 1995; Siegfried et al., 1982; Thøgersen & Ölander, 2003; Tracy & Oskamp, 
1983). Hence, caution should be applied and further investigation undertaken before 
assuming that this study’s conceptual framework could be applied to another type of event. 
For example, emotional and behavioural responses elicited by attending a music festival may 
not be indicative of reactions to attending sports events or business events. However, it may 
have some implications for tourist destinations, where attachment to the tourist destination 
and place attachment may play a similar role to festival attachment in the present study. 
Further, this study was limited to Australian music festivals; hence its transferability is 
limited because festivals in others countries may not follow a similar pattern. For these 
reasons, generalising findings of event experiences in this country to others may be 
problematic. In addition to this, a non-probability convenience sample was used due to time 
and financial constraints. As a result, there were more attendees in the sample from certain 
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music festivals than others, and it was not possible to systematically represent all visitors to 
music festivals in Australia. Given this, further research into pro-environmental behaviours at 
other types of events, festivals and/or tourist destinations (ideally using probability sampling) 
is needed to gain a better understanding of the similarities and differences of the factors that 
influence these types of behaviours. This would enable managers to assess whether eco-
friendly behaviours vary depending on the type of event.  
This research focussed on attendees’ waste management behavioural intentions and actual 
behaviours because of its relevance to events management. However, further studies could 
focus on behaviours such as pro-environmental transport or water and energy usage, which 
are also important when promoting a music festival as green. There is also a need for further 
research into the link between self-reported actual behaviours and observed behaviours 
(Corral-Verdugo, 1997; Huffman et al., 2014). With its focus on a variety of music festivals 
and locations, the present research encompassed only measurement of self-reported actual 
behaviours rather than measurements of observed behaviours, which would have been 
expensive and impractical. This limitation implies that responses in terms of actual 
environmentally responsible behaviours might be biased due to possible respondents’ 
subjectivity and concerns about social desirability, given that the questions were prompted by 
the questionnaire instead of respondents’ elicitations (Budeanu, 2005; Chao & Lam, 2011; 
Corral-Verdugo, 1997; Donaldson & Grant-Vallone, 2002; Fisher, 1993; Huffman et al., 
2014; Juvan & Dolnicar, 2014; McKercher & Prideaux, 2010). However, research into 
prompted responses has suggested that there is an advantage in using direct questioning 
because it assists better prompting of respondents about their past behaviours rather than 
using only elicitation questioning (Fisher, 1993; Juvan & Dolnicar, 2014).  
Another limitation, due to time and money constraints, was the use of a web-survey instead 
of conducting a pre-visit survey on-site, meaning that there was no guarantee that the same 
person would participate twice in the study. To minimise this risk, a unique ID was 
administered to each participant and their email was used to identify the same respondent in 
stages 1 and 2. However, there was still a risk of bias in the responses due to the inability to 
ensure the accuracy or consistency of the responses if the respondent was not the same at 
each stage. In addition to this, the use of web-surveys can cause bias in the research findings 
because web samples are not representative of the population as they only survey people with 
access to a computer and the Internet. However, as a growing number of people have access 
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to the Internet, especially among the target population of this study, this limitation was not 
considered to be significant. 
The on-site interviews were conducted at a music festival promoted as green and depended 
on people who agreed to participate, therefore their responses were vulnerable to bias. It 
could be argued that people who are already pro-environmental attend green events; however, 
to minimise the risk of bias, the researcher sought out respondents she believed would 
represent a heterogeneous sample. In these terms, 56% of the 81 participants rated themselves 
in the range between five and seven as eco-friendly people, 22% were in the range one to 
four, while only 5% were in the range of totally pro-environmental. Another limitation about 
conducting the on-site interviews in a particular festival was that it might have had an impact 
on the use and meaningfulness of the collected insights. To overcome the presence of this 
possible limitation the researcher asked participants, before the interview, to bring along their 
experiences at diverse music festivals rather than focus their responses on that particular 
festival.  
The extant literature has revealed limited knowledge about attendees’ eco-friendly behaviours 
at music festivals; therefore the current research was confined to diverse music festivals 
(instead of a case study) to compare a diverse range of attendees’ behaviours. As it was 
impractical to measure the existence of specific on-site management strategies at each 
different festival, it is recommended that specific music festivals be investigated to provide 
case studies of the direct impact of management strategies and perceived barriers/benefits on 
actual behaviours. A case study may provide more consistent and deeper understanding about 
the factors that influence engagement in pro-environmental behaviours in a specific music 
festival. 
Place attachment appears to have a significant influence on on-site eco-friendly behaviours. 
Hence, further research is necessary to provide a deeper understanding of the meanings that 
respondents ascribe to places where a specific music festival is held. Some festivals are 
located at private, natural, or built parks, while others are located at private farms, national 
protected areas, or stadiums that are used, temporarily, for recreational purposes. As a 
consequence, it would be interesting to study the differences in meaning among all these 
different settings, and whether there is a relationship between these meanings and attendees’ 
behaving in a more pro-environmental way. It would be also interesting to further investigate 
the different meanings that respondents ascribe to different types of music festivals or events, 
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and to determine if there is a relationship between these meanings and respondents’ on-site 
environmentally responsible behaviours.   
Further, this research was limited to studying place attachment as a single evaluative 
dimension (Jorgensen & Stedman, 2001, 2006) rather than examining its multidimensional 
characteristics (Bricker & Kerstetter, 2000; Devine-Wright & Howes, 2010; Halpenny, 2010; 
Kals, Schumacher, & Montada, 1999; Kyle et al., 2004; Lee, 2011; Pooley & O’Connor, 
2000; Ramkissoon, Smith & Weiler 2013; Vorkinn & Riese, 2001). Notwithstanding this 
limitation, however, factor analysis shows that place affect and place identity dimensions are 
the major contributors to the place attachment construct. This suggests that these concepts 
seem to be more coherent elements of place attachment than social bonding and dependence 
within music festival contexts (Appendix D, Table 47). Given this, further research is needed 
to examine the extent to which each dimension of place attachment affects on-site eco-
friendly behaviours.  
5.4 Summary of Recommendations for Event Managers 
The current research suggests that event managers interested in facilitating attendees’ 
environmentally responsible behaviours at their events should provide:  
 green-marketing strategies before the event;  
 appropriate pro-environmental facilities at the event; 
 cognitive and emotional messages that assist attendees to reflect upon the impact of 
their on-site behaviours on the event’s community, wildlife and habitats;  
 clear on-site signage that guides attendees in the correct use of the pro-environmental 
facilities at the event and the consequences of not doing so; 
 constant visual messages on the event’s main screen or announcements during 
performances regarding the importance of attendees’ participation in controlling the 
event’s waste management;  
 a fun way to foster a sense of responsibility for environmental issues;  
 activities that enhance attendees’ active participation in the event community to 
encourage their emotional and cognitive connection with both the event and its place;  
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 follow-ups to attendees after the event via emails or Facebook pages regarding their 
important role in achieving the event’s pro-environmental goals; and 
 similar pro-environmental facilities and activities every time the event is held to 
contribute towards attendees’ habitual pro-environmental choices when they are at a 
particular event.  
5.5 Concluding Comments 
Encouraging attendees to behave in a more environmentally responsible manner at music 
festivals is important because a positive outcome contributes to the well-being of both society 
and the natural world. This research provides evidence that, in the case of music festivals, 
factors such as sense of community, place attachment, pro-environmental predisposition, 
perceived barriers, perceived benefits, perceptions about being at a green festival, and 
perceptions about on-site management strategies support attendees’ on-site environmentally 
responsible behaviours. These factors could be incorporated into pre-event and on-site 
management strategies to increase attendees’ participation in on-site pro-environmental 
initiatives. In this way, event managers could minimise the cost of waste collection, better 
control degradation to the environment and thus, enhance the reputation of their events as 
being environmentally responsible.  
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Appendix A: Interview Guide with Event Managers 
 
 
 
 
Main environmentally responsible behaviours 
 
Q1.  What particular on-site pro-environmental behaviour issues do you think are important at your 
festival?  
Prompt questions if the interviewee finds it difficult to answer: 
 What do you think about the following behaviours? Are they important to mitigate your 
environmental festival impact?  
1) picking up one’s litter; 2) recycling in the correct bins to avoid contamination; 3) re-
using water bottles; 4) reducing the number of cigarette butts thrown on the ground; 5) 
restricting showers to one per day; 6) limiting time in the shower; and 7) turning the 
water off when it is not in use. 
 Can you think of any others behaviours that are also important at your festival? 
 
Factors that enhance or impede environmentally responsible behaviours 
 
Q2. What do you think are the factors that influence festival attendees to behave in a more pro-
environmental way during the festival? 
Prompt questions if the interviewee finds it difficult to answer: 
 For example, do you think attendees’ personal beliefs and attitudes are important, or pressure 
from others in their group, or something about the location or surroundings of the festival? 
 Can you think of any factors that keep festival attendees from behaving in a more pro-
environmental way during a festival? 
 
Current strategies that enhance or impede environmentally responsible behaviours 
 
Q3. What actions does your festival currently take to encourage or enable attendees to behave in a 
more pro-environmental way during the festival? 
Prompt questions if the interviewee finds it difficult to answer: 
 For instance, do you think that prompting your attendees with printed advertisements or 
festival staff members would be more effective than offering an incentive? 
 Do you provide any special facilities to encourage attendees’ environmental behaviours? 
 Can you think of any other ways that are effective to encourage on-site pro-environmental 
behaviour to your attendees? 
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Appendix B: Sample Details of the Pre-visit and Post-visit study 
 
Table 36 Sample by Distribution of the Survey Pre-visit 
Distribution Region Total Questionnaires 
Total email addresses 
willing to participate in 
second round 
UQ community 
QLD 887 353 
Link on website 
Port Fairy Music Festival 
VIC 495 369 
Link on website 
Splendour in the Grass Music 
Festival NSW 446 242 
Link on Facebook 
Newstead Music Festival 
VIC 59 32 
Link on website 
FolkWorld Fairbridge Music 
Festival  WA 27 23 
Link on website 
Cygnet Music Festival 
TAS 4 4 
Link on website  
Peats Ridge Music Festival  
NSW 7 6 
Link on Facebook 
Personal Facebook and Twitter QLD/NSW/VIC 205 75 
Total of questionnaires 
  
2,130 1,104 
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Table 37 Table Sample by list of Music Festivals Attended – Post-visit 
Music  
Festival 
Dates Promoted 
as Green 
Festival Setting Number of 
Attendees  
Field Day 
Botanic Gardens 
Sydney, NSW 
01  
January 
Yes Botanic 
gardens 
2 
Southbound 
Busselton Park, WA 
04-05 
January 
No Natural park 1 
Peats Ridge 
Glenworth Valley, 
NSW 
28-29-
30/01 
December 
Yes Protected 
natural valley 
7 
The Falls 
Lorne, VIC 
Marion Bay, TAS 
28-29-
30/01 
Dec/Jan 
29-30-31-
01 
Dec/Jan 
Yes Protected 
rainforest 
and isle 
respectively 
8 
Woodford Folk 
Woodford, QLD 
28-29-30-
31/ 01 
Dec/Jan 
Yes Environmental 
parkland 
37 
Summerfieldayze 
Gold Coast, QLD 
05 
January 
No Entertainment 
Park 
5 
Cygnet Folk 
Cygnet, TAS 
11-12-13 
January 
No Protected 
natural valley 
3 
Big Day Out  
Gold Coast, QLD 
20 
January 
No Entertainment 
park 
75 
Rainbow Serpent 
Lexton, VIC 
25-26-27-
28 
January 
Yes Environmental 
parkland 
4 
Newstead Live 
Newstead Village, 
VIC 
25-26-27-
28 
January 
No Historic 
country town 
29 
St Kilda 
Port Philip, VIC 
02-10 
February 
No Sea-side beach 1 
Future  
Brisbane, QLD 
02 
March 
No Entertainment 
park 
84 
St Jerome's Laneway 
Brisbane, QLD 
01 
February 
No Entertainment 
park 
31 
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Music Festival Dates Promot
ed as 
Green 
Festival 
Setting 
Number 
of 
attendees 
A DAY ON THE 
GREEN 
Mount Cotton, QLD 
03 
February 
No Winery property 4 
Good Vibes 
Flemington Race 
course, VIC 
13 
February 
No Entertainment park 1 
Earth Frequency 
Land cruiser Park, 
QLD 
15-16-17-
18 
February 
Ye
s 
Natural valley 4 
I’ll be your mirror 
Melbourne, VIC 
16-17  
February 
No Entertainment park 3 
Soundwave 
Brisbane, QLD 
23 
February 
No Entertainment park 81 
Agnes Water Blues 
and Roots 
Gladstone, QLD 
22-23-24 
February 
No Entertainment park 1 
Cobargo Folk 
Cobargo, NSW 
22-23-24  
February 
No Entertainment park 1 
Secret Garden 
Brownlow Hill, NSW 
08-09 
March 
Ye
s 
Natural valley 3 
Port Fairy Folk 
Port Fairy , VIC 
08-09-10-
11 
March 
No Sea-side field 377 
WOMADelaide 
Botanic Gardens 
Adelaide, SA 
08-09-10-
11 
March 
Ye
s 
Botanic gardens 1 
Golden Plains 
Golden Plains, VIC 
08-09-10 
March 
No Natural parkland 5 
CMC Rocks the 
Hunter 
Pokolbin, NSW 
15-16-17 
March 
No Entertainment park 1 
West Coast  Blues ‘N’ 
Roots 
Fremantle Park,  WA 
23-24 
March 
No Natural reserve 1 
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Music Festival Dates Promot
ed as 
Green 
Festival 
Setting 
Number 
of 
attendees 
National Folk Festival 
Exhibition Park, Canberra 
28-29-
30/01 
March/Apri
l 
No Parkland 4 
Big Pineapple 
Woombye, QLD 
20 
April 
No Natural 
parkland 
7 
Iqon 
Sydney, NSW 
20  
April 
No Entertain
ment park 
1 
Folk World Fairbridge 
Fairbridge, WA 
26-27-28 
April 
No Natural 
bush land 
25 
Easterfest 
Towoomba, QLD 
29-30-31 
March 
No Park 3 
East Coast Blues and Roots 
Byron Bay, NSW 
28-29-30/ 
01 
March/Apri
l  
Yes Sea-side 
beach 
46 
Groovin the Moo 
Maitland, NSW 
Townsville, QLD 
27 
April 
5 
May 
No Entertai
nment 
park 
33 
Total of attendees    420 
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Post-visit Survey 
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Appendix D: Pre-visit and Post-visit Supplementary Data Analysis Tables 
 
 
Table 38 Pilot Test Stepwise Multiple Regression Analysis 
Independent variables 
Behavioural intentions 
composite mean 
 
 
β 
 Sig 
Environmental responsible attitudes 0.391 0.001 
Place attachment  0.311 0.001 
Festival attachment -0.042 0.661 
Environmental predisposition 0.01 0.93 
R²  0.274 
 Adjusted R²  0.259 
 F (4, 97) =17.765 
  
Table 39 Descriptive Statistics for Environmentally Responsible Behaviours 
Behaviour N Mean SD % 0-3 % 4-5 % 6-7 
Put all my rubbish in the bins provided 1313 6.31 1.147 4.7 10.6 84.6 
Put cardboard, papers and plastic bottles in 
recycling bins 
1313 6.10 1.307 6.7 15.8 77.5 
Be careful not to put food scraps in the 
recycling bin 
1313 5.99 1.370 7.3 17.7 75.1 
Only purchase food items with minimal 
packaging 
1313 4.65 1.679 22.3 42 35.7 
Pick up other people's litter and dispose of it 
correctly 
1313 4.02 1.840 37.5 39.5 23 
Put my cigarette butts in the bin, not on the 
ground 
206 4.79 2.171 4.9 3.1 7.6 
Remind other people to put their cigarette 
butts in the bin, not on the ground 
206 3.56 2.130 7.9 3.8 4.1 
Note. Items were measured along 7 – point scale, where 1 = strongly disagree and 7 = strongly agree. For 
readability in this table the 0-3 category includes strongly disagree, disagree and somewhat disagree; 4-5 
includes neither agree nor disagree and somewhat agree; and 6-7 includes agree and strongly agree.  
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Table 40 Descriptive Statistics for Perception to be a Green Festival 
Behaviour N Mean SD % 1 % 2 % 3 % 4 % 5 
Perception of this festival to be a green 
(environmentally friendly) festival 
1313 2.67 1.362 16.6 45 13.2 5.3 19.9 
Perception of this festival to be 
promoted as a green (environmentally 
friendly) festival 
1313 2.86 1.387 16.6 32.6 20.1 9.2 21.5 
Note. 1 = definitely is; 2 = mostly is; 3 = Mostly is not; 4 = definitely is not; and 5 = do not know. 
 
 
Table 41 Descriptive Statistics for Environmental Attitudes 
Attitudinal Item N Mean SD % 0-3 % 4-5 % 6-7 
I really like going on trips into the 
countryside, for example to forests or fields 
1313 5.90 1.188 5.3 23.6 71.1 
Governments should control the rate at which 
raw materials are used to ensure that they last 
as long as possible 
1313 5.73 1.270 5.6 29.3 65 
I would like to join and actively participate in 
an environmentalist group 
1313 4.26 1.577 27.9 49 23.1 
Humans are severely abusing the environment 1313 5.83 1.214 4.7 30.5 64.9 
Whenever possible, I try to save natural 
resources 
1313 5.68 1.172 5.7 31.7 62.7 
Families should be encouraged to limit 
themselves to two children or less 
206 3.27 1.978 53.2 30.6 16.2 
It makes me sad to see forests cleared for 
agriculture 
206 5.67 1.394 8.2 29.6 62.2 
Note. Items were measured along 7 – point scale, where 1 = strongly disagree and 7 = strongly agree. For 
readability in this table the 0-3 category includes strongly disagree, disagree and somewhat disagree; 4-5 
includes neither agree nor disagree and somewhat agree; and 6-7 includes agree and strongly agree.  
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Table 42 Descriptive Statistics for Pro-environmental Predisposition 
Items N Mean SD % 1 % 2 %3 %4 %5 
Looked for ways to reuse things 1313 4.02 .888 .2 4.0 25.4 35.0 35.5 
Recycled newspaper 1313 4.45 .914 1.7 3.4 9.1 19.8 66 
Recycled cans or bottle 1313 4.64 .659 0.2 0.9 6.5 19.3 73 
Encouraged friends or family to recycle 1313 3.76 1.16 3.6 12.3 23.7 25.4 35 
Purchased products in reusable or recyclable 
containers 
1313 4.04 .923 0.6 4.0 24.7 31.7 39 
Picked up litter that was not your own 1313 3.42 1.05 2.8 15.1 38.8 23.7 19.6 
Composted food scraps 1313 3.17 1.56 21.2 19 15.1 11.3 33.4 
Conserved fuel by walking or bicycling 1313 3.56 1.19 4.8 15.2 29.2 20.8 30 
Note. Items were measured along 5 – point scale, where 1 = strongly disagree and 5 = strongly agree. 
 
 
Table 43 Descriptive Statistics for Self-identity as Environmentally Responsible Person 
Item N Mean SD % 0-
3 
% 4-
5 
% 6-
7 
I think of myself as an environmentally 
friendly consumer 
1313 5.31 1.12 6.4 48.8 82.2 
I think of myself as someone who is very 
concerned with environmental issues 
1313 5.31 1.29 9.2 44.1 46.7 
I would want my family or friends to think 
of me as someone who is concerned about 
environmental issues 
1313 5.20 1.28 7 47.1 46 
Note. Items were measured along 7 – point scale, where 1 = strongly disagree and 7 = strongly agree. For 
readability in this table the 0-3 category includes strongly disagree, disagree and somewhat disagree; 4-5 
includes neither agree nor disagree and somewhat agree; and 6-7 includes agree and strongly agree.  
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Table 44 Descriptive Statistics for Preference for a Green Festival 
Item N Mean SD % 1 % 2 % 3 % 4 % 5 
If you knew that a particular music festival 
was green (environmentally friendly), 
would this make it more or less likely that 
you would attend that particular festival32 
1313 3.74 .785 0.6 0.7 41.4 38.6 18.7 
How important is it to you that a music 
festival tries to minimise its environmental 
impact?33 
1313 3.45 1.14 4.4 18.5 26.7 28.8 21.6 
How important is it to you, personally, to 
minimise your own environmental impact 
when you are attending a music festival 
1313 3.44 1.15 4.7 18.9 25.7 29.6 21.2 
 
Table 45 Principal Axis Factor Analysis with varimax rotation of Environmentally 
Responsible Behaviours 
Factor Item Factor 
loading
34
 
Mean SD Cronbach 
alpha 
Environmentally Responsible behaviours     
Put all my rubbish in the bins provided .637 6.31 1.147 .879 
Put cardboard, papers and plastic bottles in 
recycling bins 
.803 6.10 1.307  
Be careful not to put scraps in recycling bins .681 5.99 1.370  
Only purchase items with minimal packaging .459 4.65 1.679  
Pick up other’s people litter and dispose of it 
correctly 
.434 4.02 1.840  
Environmentally Responsible behaviours  
Smokers 
    
Put my cigarette butts in the bin, not on the 
ground 
.882 4.79 2.171 .875 
Remind other people to put their cigarette 
butts in the bin, not on the ground 
.882 3.56 2.130  
 
                                               
32 Note. 1 = I would be a lot less likely to attend; 2 = I would be slightly less likely to attend; 3 = It would make 
no difference; 4 = I would be slightly more likely to attend; and 5 = I would be a lot more likely to attend. 
33 For this and the following question the items were measure as follows:  1 = Not at all important; 2 = slightly 
important; 3 = quite important; 4 = very important; and 5 = extremely important.   
34 The criterion used for this factor analysis was eigenvalues greater than one. Results showed that all items had 
loading greater than 0.30.  
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Table 46 Principal Axis Factor Analysis with varimax rotation of Benefits 
Factor Item Factor 
loading
35
 
Mean SD Cronbach 
alpha 
Pro-environmental reasons  6.035 .024 .820 
Because it was important for the environment .675 6.05 1.322  
Because it’s the right thing to do .722 6.18 1.125  
Because it is something I always do .670 5.87 1.261  
Pro-festival reasons  5.310 .440 .831 
Because it enhanced the festival’s reputation .788 4.66 1.778  
Because it kept the festival site more pleasant .652 5.99 1.383  
Because it was important to respect the land 
owners 
.697 5.28 1.669  
Self-benefits reasons     
Because it made you feel good about yourself .918 5.26 1.412  
 
 
 
 
 
 
 
 
 
 
 
 
 
                                               
35 The criterion used for this factor analysis was eigenvalues greater than one. Results showed that all items had 
loading greater than 0.30.  
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Table 47 Factor Analysis and Internal Consistency – Place attachment 
Original 
categories 
Original items 
loadings 
Cronbach’s 
coefficient alpha 
New categories New Items 
loadings 
 Ramkissoon, 
et al (2012) 
Lee 
(2011) 
Ramkissoon, 
et al (2012) 
Lee 
(2011) 
Present Research Place 
attachment
36
  
0.95 
Cronbach’s 
coefficient 
alpha 
Place affect    0.89    
I am very 
attached to this 
park/town 
0.93 0.95   I am very attached 
to the place where 
this festival is held 
0.88 
This national 
park/town 
means a lot to 
me 
0.89 0.95   The place where 
this festival is held 
means a lot to me 
0.89 
I feel a strong 
sense of 
belonging to 
this national 
park/town 
0.90 0.96   I feel a strong sense 
of belonging to the 
place where this 
festival is held 
0.90 
Place identity   0.86 0.96
37                       
I feel my 
personal values 
are reflected in 
this town 
 0.72   I feel my personal 
values are reflected 
in the place where 
this festival is  held 
0.87 
Visiting this 
national park 
says a lot about 
who I am 
0.85    Attending the place 
where this festival 
is held says a lot 
about who I am 
0.82 
I identify 
strongly with 
this park/town 
0.92 0.93   I identify strongly 
with the place 
where this festival 
is held 
0.91 
Place social 
bonding 
  0.77    
I have a special 
connection to 
the people who 
visit this town 
 0.87   I have a special 
connection to the 
people who visit the 
place where this 
festival is held 
0.76 
If I were to stop 
visiting this 
park/town, I 
would lose 
contact with a 
number of 
friends 
0.84 0.69   If I were to stop 
visiting the place 
where this festival 
is held, I would lose 
contact with a 
number of friends 
0.52 
Many of my 0.85 0.72   Many of my 0.75 
                                               
36 In this study place identity/place affect/social bonding/ place dependence formed only one factor as a result of 
using a criterion of eigenvalues greater than one. Hence, Cronbach’s alpha reliability test was run over the place 
attachment items and resulted on a 0.95, mean 4.244 and a SD of 2.778 
37 Place identity/social bonding formed one factor in Lees’ study.  
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friends/family 
prefer this 
park/town over 
other places 
friends/family 
prefer the place 
where this festival 
is held over other 
places 
Place 
dependence 
  0.94 0.95   
For what I like 
to do, I could 
not imagine 
anything better 
than the settings 
and facilities 
provided by this 
park/town 
0.88 0.93   For what I like to 
do, I could not 
imagine anything 
better than the 
settings and 
facilities provided 
by the place where 
this festival is held 
0.83 
For the 
activities that I 
enjoy this 
park/town is the 
best 
0.84 0.91   For the festival 
activities that I 
enjoy the place 
where this festival 
is held is the best 
0.82 
I prefer this 
park/ town over 
other places 
0.72 0.89   I prefer the place 
where this festival 
is held over other 
places 
0.77 
 
 
Table 48 Factor Analysis and Internal Consistency – Festival Attachment 
Factor Item Factor 
loading
38
 
Mean SD Cronbach 
alpha 
Festival Attachment  4.813 2.244 0.93 
I am very attached to this festival 0.79 5.46 1.461  
I feel my personal values are reflected in this 
festival 
0.79 5.10 1.419  
This festival means a lot to me 0.84 5.38 1.393  
For what I like to do at festivals, I could not 
imagine anything better than the settings and 
facilities provided by this festival 
0.72 5.15 1.497  
I have a special connection to the people who 
visit this festival 
0.73 4.76 1.436  
I identify strongly with this festival 0.86 5.12 1.418  
I prefer this festival over other festivals 0.72 5.18 1.549  
If I were to stop visiting (or be away from) 
this festival, I would lose contact with a 
number of friends 
0.44 2.56 1.559  
I feel a strong sense of belonging to this 0.84 4.69 1.541  
                                               
38 The criterion used for this factor analysis was principal axis factor analysis with varimax rotation; eigenvalues 
greater than one. Results showed that all items had loading greater than 0.30.  
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festival 
Many of my friends/family prefer this festival 
over other festivals 
0.59 4.77 1.582  
Attending this festival says a lot about who I 
am 
0.70 4.57 1.558  
For the festival activities that I enjoy, this 
festival is the best 
0.77 5.00 1.546  
 
 
Table 49 Cross-tabulation of Perceptions of the Festival as Green by Definitional Status 
of the Festival 
Festival by 
definition 
Perceived the festival as Green 
Definitely 
is 
Mostly is Mostly is not Definitely is 
not 
Do not 
know 
Total 
Defined as Not 
Green 
45 
13% 
130 
38% 
57 
17% 
29 
8% 
84 
24% 
345 
100% 
Defined as 
Green 
22 
29% 
35 
47% 
4 
6% 
0 
0% 
14 
18% 
75 
100% 
Total 67 
16% 
165 
40% 
61 
15% 
29 
7% 
97 
22% 
420 
100% 
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Appendix E: On-site Interview Guide and Attendees’ Characteristics 
 
Interview Guide 
1. I would like you to think of some environmentally friendly behaviours that people can do at a 
music festival.  What sorts of things come to mind?   
2. What do you think might encourage people to do these things?  
3. What do you think makes it difficult to do these things?  
4. Have you noticed any actions the festival managers have taken to help people behave in a 
more environmentally friendly way? (If yes, what sorts of things?   
5. Do you have any suggestions for what more could be done to help attendees behave in an 
environmentally friendly way? 
 
Interview 1                 
         
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentall
y friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P1 Female 18-20 Never 5 Definitely is Definitely is 
P2 Female 18-20 Never 6 Mostly is Definitely is 
P3 Female 21-29 Never 4 Mostly is Definitely is 
P4 Female 18-20 Never 4 Definitely is Definitely is 
P5 Male 18-20 Never 6 Mostly is Mostly is 
 
Interview 2                           
 
Interview 3                                            
 
 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P6 Male 30-39 Two 6 Mostly is Mostly is 
P7 Male 21-29 One 5 Do not know Definitely is 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P8 Female 21-29 Two 6 Mostly is Definitely is 
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Interview 4                            
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P9 Female 21-29 More than 
four 
5 Mostly is Mostly is 
P10 Female 21-29 Three 6 Mostly is Mostly is 
P11 Male 21-29 One 5 Mostly is Definitely is 
P12 Male 21-29 One 8 Mostly is Mostly is 
P13 Female 18-20 One 7 Definitely is Definitely is 
P14 Female 21-29 One 9 Definitely is Mostly is 
P15 Male 21-29 Never 6 Mostly is Definitely is 
P16 Male 21-29 Three 6 Mostly is Definitely is 
P17 Female 21-29 Three 8 Definitely is  Definitely is 
P18 Male 21-29 Three 7 Mostly is Definitely is 
  
Interview 5                            
 
Interview 6                         
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P21 Female 30-39 More than 
four 
6 Mostly is Mostly is 
P22 Male 40-49 Never 10 Mostly is not Mostly is 
 
Interview 7                        
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P19 Male 18-20 Never 6 Mostly is Definitely is 
P20 Male 18-20 Never 10 Mostly is not Definitely is 
Participant 
Number  
Gender Age Times before 
at this MF 
Rate 
yourself as 
environme
ntally 
friendly 10 
is totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P23 Female 18-20 Never 6 Mostly is Mostly is 
P24 Female 18-20 Three 4 Definitely is Definitely is 
P25 Female 18-20 Three 7 Definitely is Definitely is 
P26 Female 18-20 Three 7 Definitely is Definitely is 
P27 Female 18-20 Never 6 Definitely is Definitely is 
P28 Female 18-20 Never 6 Mostly is not Definitely is 
P29 Female 18-20 Two 7 Definitely is Mostly is 
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Interview 8                         
 
  
Interview 9                         
 
Interview 10                   
 
 
Interview 11                        
  
 
 
P30 Female 18-20 Never 7 Mostly is not Definitely is 
P31 Female 18-20 Never 4 Mostly is not Definitely is 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P32 Male 18-20 Never 8 Definitely is Definitely is 
P33 Male 18-20 Never 10 Mostly is  Mostly is  
P34 Male 18-20 Never 8 Mostly is Mostly is 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P35 Female 21-29 Never 7 Definitely is Mostly is  
P36 Female 21-29 Never 4 Do not know Mostly is 
P37 Female 21-29 Never 3 Do not know Mostly is not 
P38 Female 21-29 Never 3 Definitely is Do not know 
Participant 
Number  
Gender Age Times before at 
this MF 
Rate yourself 
as 
environmental
ly friendly 10 
is totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P39 Female 50-59 More than four 8 Definitely is Definitely is  
P40 Male 50-59 More than four 10 Mostly is Definitely is 
Participant 
Number  
Gender Age Times before 
at this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted 
as eco-
friendly 
festival 
P41 Male 40-49 One 8 Definitely is Definitely 
is 
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Interview 12                     
 
 
Interview 13                         
 
Interview 14                       
 
Interview 15           
 
 
 
 
 
 
 
 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P42 Female 21-29 Never 8 Definitely is Definitely is  
P43 Male 21-29 Never 5 Definitely is Mostly is 
P44 Female 21-29 Never 5 Do not know Do not know 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as eco-
friendly festival 
P45 Female 21-29 Never 3 Definitely is Definitely is  
P46 Female 21-29 Never 2 Definitely is Mostly is 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P47 Male 21-29 Never 7 Mostly is Definitely is  
P48 Male 21-29 Never 6 Mostly is Definitely is  
P49 Male 21-29 Never 6 Mostly is Definitely is  
Participant 
Number  
Gender Age Times before 
at this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P50 Male 21-29 Never 7 Mostly is Definitely is  
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Interview 16                      
 
Interview 17                      
 
Interview 18                       
 
Interview 19                          
 
 
 
Participant 
Number  
Gender Age Times before 
at this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P51 Female 21-29 Never 8 Definitely is Definitely is  
P52 Female 21-29 Never 3 Definitely is Definitely is  
P53 Female 21-29 Never 1 Definitely is Definitely is  
P54 Female 21-29 Never 5 Definitely is Definitely is  
P55 Male 21-29 Never 1 Definitely is Definitely is  
Participant 
Number  
Gender Age Times before 
at this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P56 Female 30-39 More than 
four 
2 Mostly is Definitely is  
P57 Female 30-39 Three 7 Mostly is Definitely is  
P58 Male 30-39 Never 6 Mostly is Definitely is  
P59 Male 40-49 Two 3 Definitely is Definitely is  
P60 Male 40-49 More than 
four 
7 Mostly is Definitely is  
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF 
an eco-
friendly 
festival 
Is this MF 
promoted as eco-
friendly festival 
P61 Male 18-20 Never 6 Definitely is  Definitely is  
P62 Male 21-29 Never 7 Definitely is  Definitely is  
Participant 
Number  
Gender Age Times before 
at this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P63 Female 30-39 Never 8 Definitely is  Definitely is  
P64 Female 30-39 More than 
four 
8 Mostly is  Definitely is  
P65 Male 30-39 One 5 Mostly is not Definitely is 
P80 Male 30-39 One 7 Mostly is not Definitely is 
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Interview 20           
 
 
Interview 21              
 
Interview 22                     
 
Participant 
Number  
Gender Age Times before 
at this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P66 Male 21-29 Never 6 Mostly is  Definitely is  
P67 Male 21-29 Never 4 Mostly is  Definitely is  
P68 Male 21-29 Never 4 Mostly is  Definitely is 
P69 Male 21-29 Never 5 Mostly is  Definitely is 
Participant 
Number  
Gender Age Times before at 
this MF 
Rate 
yourself as 
environme
ntally 
friendly 10 
is totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P70 Male 21-29 Never 7 Mostly is  Definitely is  
P71 Male 21-29 Never 7 Mostly is  Definitely is  
P72 Male 21-29 Never 8 Definitely is  Definitely is 
P73 Male 30-39 Never 7 Mostly is  Definitely is 
P74 Male 21-29 Never 7 Definitely is  Definitely is 
Participant 
Number  
Gender Age Times 
before at 
this MF 
Rate yourself as 
environmentally 
friendly 10 is 
totally  
Is this MF an 
eco-friendly 
festival 
Is this MF 
promoted as 
eco-friendly 
festival 
P75 Female 18-20 Two 8 Mostly is  Definitely is  
P76 Male 21-29 Never 4 Mostly is  Definitely is  
P77 Male 21-29 Never 6 Mostly is Definitely is 
P78 Female 21-29 Never 3 Mostly is  Definitely is 
P79 Male 30-39 Never 10 Mostly is Definitely is 
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Appendix F: Other Relevant Information 
Changes made to the instruments as a result of the pilot tests 
 
Pre-visit Pilot Final Pre-visit test 
Q2. How many times before have you been to this 
music festival? 
 One      Two  Three               More 
than four 
The option ‘never’ was included  
 
Q5. Please indicate the extent to which you agree 
or disagree with the following statements. Where 
one is strongly disagree and seven strongly agree. 
 
 I identify strongly with the place where 
this festival is held  
 I am very attached to the place where this 
festival is held  
 The place where this festival is held is the 
best place to hold it  
 Many of my friends/ family prefer the 
place where this festival is held  over other 
places  
 
The following items were added: 
 I feel the place where this festival is held 
is part of me 
 I feel a strong sense of belonging to the 
place where this festival is held 
 For what I like to do, I could not imagine 
anything better than the settings and 
facilities provided by the place where the 
festival is held 
 If I were to stop visiting the place where 
this festival is held, I would lose contact 
with a number of friends 
 Visiting the place where the festival is 
held says a lot about who I am 
 The place where this festival is held means 
a lot to me 
 I enjoy visiting the place where this 
festival is held more than any other parks 
 My friends/family would be disappointed 
if I were to start visiting other places 
rather than the place where this festival is 
held 
 
Q6. Please indicate the extent to which you agree 
or disagree with the following statements. Where 
one is strongly disagree and seven strongly agree. 
 I am very attached to this festival  
 This festival means a lot to me 
 For what I like to do at festivals, I could 
not imagine anything better than what is 
provided at this festival 
 I have a special connection to the people 
who visit this festival 
 I prefer this festival over other festivals 
 If I were to stop visiting (or be away from) 
this festival, I would lose contact with a 
number of friends  
 I feel a strong sense of belonging to this 
festival  
 I have a lot of fond memories with 
friends/family at this festival 
 Other festivals cannot compare to this 
festival 
The following items were added: 
 I feel my personal values are reflected in 
this festival 
 I identify strongly with this festival 
 Attending this festival says a lot about 
who I am 
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Q10. If you smoke cigarettes how likely is that 
you will: 
 Put your cigarette butts in the bin, not on 
the ground 
Where one is ‘not at all likely’ and seven is 
‘extremely likely’  
The following item was added: 
 Remind other people to put their cigarette 
butts in the bin, not on the ground 
Q11. Do you believe this festival is promoted as a 
green festival? 
 Definitely is  Maybe  
 Definitely not  Do not know 
 
The options ‘mostly is’ and ‘mostly is not’ 
substituted the ‘maybe’ option.  
Q14. Please indicate the extent to which you agree 
or disagree with the following statements. Where 
one is strongly disagree and seven strongly agree 
 I think of myself as an environmentally 
friendly consumer 
The following items were added: 
 I think of myself as someone who is very 
concerned with the environmental issues 
 I would want my family or friends to think 
of me as someone who is concerned about 
environmental issues 
There was no question about age. The following question was included: 
What is your age? 
-24 -31 -38 
-45 -52 -59  
There was no incentive for the pilots The following information regarding the incentive 
was included: 
If you would like to be entered into the draw to 
win The new iPad  (AU $500 value), please enter 
your contact information below. This information 
will remain confidential and will not be distributed 
to any third party. During analysis your feedback 
will be combined with that of others and your 
name and email address removed, so responses 
become anonymous. 
The present study needs a second round of 
information after your visit to the music festival, 
are you interested in participating? If yes, You 
could win an iPod touch. Please provide your 
contact details below so we can send you an email 
with the survey link for further participation. This 
information will remain confidential and will not 
be distributed to any third party. 
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Post-visit Pilot Final Post-visit test 
Q4. When you were at the festival site. How 
often did you? 
 Put your cigarette butts in the bin, not on 
the ground 
Where one is ‘not at all likely’ and seven is 
‘extremely likely’ 
The following item was added: 
 Remind other people to put their 
cigarette butts in the bin, not on the 
ground 
Q6. How important to you were each of the 
following reasons for correctly dispose of waste 
when you were at the festival? 
 Because it is important for the 
environment 
 Because it enhances the festival's 
reputation 
 Because it made you feel good about 
yourself 
 Because it is the right thing to do 
 Because it keeps the festival site more 
pleasant 
 Other (specify please) 
Where one is extremely unimportant and seven 
extremely important 
The responses of the post-visit pilot regarding 
the reasons to behave environmentally 
responsible were corroborated as in the ‘other’ 
sections there was no other responses besides the 
ones offered in the survey. However, the option 
‘other’ remained in the final instrument to detect 
any other possible answer.  
Q7. How important were each of the following 
factors in keeping you from always (here were 
described the seven target behaviours of the 
study) when you were at the festival? 
 It would have taken too much time or 
effort to do it 
 It would have been unpleasant to do it 
 It’s not my responsibility to do it 
 I didn’t know how to do it 
 I didn’t think it would make any 
difference if I did it 
 There were not adequate facilities, e.g., 
bins, for me to do it 
 I meant to do it but forgot 
 It is hard to break the habit 
 Other (specify please) 
The responses of the post-visit pilot regarding 
the barriers to behave pro-environmentally 
responsible were corroborated as in the ‘other’ 
sections there was no other responses besides the 
ones offered in the survey. However, the option 
‘other’ remained in the final instrument to detect 
any other possible answer. 
 
